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SUMMARY
Exhibitions can be evaluated in various ways. They can be evaluated 
in relation to their areas, number, type of visitor and exhibitor 
attendances, industries, costs, marketing and other economic 
benefits.
This thesis evaluates UK exhibitions and, in particular, major trade 
events.
It describes the characteristics of major UK exhibitions and presents 
in collated form the scope of existing research and statistical 
studies. It includes attitudinal and economic aspects as well as 
more general descriptions. It draws on studies carried out during 
the period of research. Exhibition trends and comparisons with 
European and American events are examined.
The results show that over 400 major UK exhibitions covering a wide 
range of industries are held annually. They attract an estimated 6.7 
million visitors. The greatest growth is among smaller, specialised 
events displaying new technologies. Compared with events held in 
West Germany and France, UK exhibitions are on average smaller and 
attract fewer international participants.
Exhibitions offer unique marketing opportunities. They enable buyers 
and sellers to meet, view products and exchange ideas. They create 
income through space sales, sales of exhibition services and visitor 
and exhibitor spending. In 1983, UK exhibitions generated an 
estimated £526 million of which £84 million came from overseas parti­
cipants .
Cost analyses show that exhibition visitors, exhibitors, organisers, 
venues and service contractors have distinctly different objectives 
and financial commitments towards exhibitions. The first are 
concerned with marketing goals and the latter with investment risk 
and profit.
Current methodologies highlight the need for greater research. It is 
hypothesised that new approaches using modelling and cost analysis 
techniques would lead to more comprehensive evaluations of the 
contact opportunities afforded by exhibitions and facilitate inter­
exhibition comparisons. Simulated cash-flow models would assist with 
minimising financial risk and encourage economic gain.
A macro-economic exhibition model shows the various independent 
interests are inextricably linked.
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0. FOREWORD
0.1. Background
Exhibitions, in one form or another, have been in existence 
wherever there has been trade (Blake F.M., 1983). Their
purpose is to bring buyers and sellers together. In Europe 
and America large-scale exhibitions have been recorded since 
the 1800s, The first notable event in the United Kingdom was
the Great Exhibition held at the Crystal Palace in 1851
(Seaman L.C.B., 1973). Today exhibitions are seen as a
specialised promotional tool forming part of a sophisticated 
package of marketing techniques. Furthermore, compared with 
other forms of marketing exhibitions offer unique opportuni­
ties. They give suppliers and manufacturers of goods the 
opportunity to promote, display, demonstrate and sell their 
goods to a wide range of buyers all at one time. While for 
buyers, exhibitions offer the opportunity for face-to-face 
discussion with suppliers thus enabling them to evaluate 
competing goods, exchange ideas concerning existing goods, 
learn of new product developments and effect purchasing 
decisions.
Because of the importance of exhibitions, a number of 
different studies have been carried out. These have concen­
trated mainly on exhibitions held in Europe and America; 
that is in the older industrialised parts of the world where 
exhibitions first developed. In this study the characteris­
tics of exhibitions held in the United Kingdom, Europe and 
America are described together with the findings of the major 
research and statistical studies. This is followed by an 
analytical assessment of the evaluative aspects of UK trade 
exhibitions.
In selecting an area for study, trade exhibitions held in the 
United Kingdom were considered most appropriate. Economically 
trade exhibitions are the most important group and statisti­
cal research on UK exhibitions was lacking. In practice, the 
classification of exhibitions is complex because of their
extreme diversity. They range from small local events such 
as 'Village Art Displays' to major international events such 
as the 'World Travel Market' or the 'Hanover Fair'. Depending 
on the criteria adopted exhibitions may be grouped in various 
ways. For example, they may be grouped according to size, 
industry, venue, country or location where they are being 
held. Collectively, they may be referred to as:
Regional Exhibitions 
Public Exhibitions
International Exhibitions (i.e. with overseas partici­
pations)
Private Exhibitions (i.e. individual company presenta­
tions)
Technical Exhibitions 
Agricultural Exhibitions 
Trade Exhibitions, and so on.
These groups are neither mutually exclusive nor exhaustive. 
Depending on the attribute selected different terms will be 
used. One major dichotomy requiring clarification is the 
distinction between 'Trade' and 'Public' Exhibitions. The 
latter are exhibitions which are essentially consumer orient­
ated and which attract mainly public visitors. Trade exhibi­
tions, on the other hand, are company orientated and attract 
commercial representations. They are concerned with communi­
cation between manufacturers, suppliers and purchasing 
industries. Economically they are more important, because 
they generate trade at the macro level.
The findings of this research although essentially directed 
towards major UK trade exhibitions are applicable to many 
other types of national and international events,
0.2. Research Aims
Exhibitions can be measured in various ways. They can be 
measured in terms of their size, attendances, marketing 
impacts, costs, and other economic benefits. This study 
describes the characteristics of exhibitions and analyses
their economic impacts and the meaning of the term 
'Exhibition Evaluation'. It brings together in a 
comprehensive way the various studies and surveys that have 
been done on UK exhibitions and draws comparisons with other 
European and American events. It provides a detailed 
analytical assessment of the different ways in which exhibi­
tions are currently evaluated and makes proposals for further 
technical developments. The research aims to show how new 
approaches and methods could be developed which, in theory, 
would enable exhibitions to be compared from place to place, 
between each other, over time, and in comparison with other 
relevant economic factors.
0.3. Method of Approach
This study extends the work already done. It highlights the 
fact that most research carried out to date on exhibitions 
has been concerned with the collation and evaluation of basic 
facts. In the main simple empirical methods of analysis have 
been used. These quantify size, attendances, costs and other 
basic characteristics of exhibitions. Attempts have also 
been made to evaluate exhibitor and visitor attitudes towards 
exhibitions and forecast patterns of growth in the industry.
This study probes more deeply into the complex structure of 
the exhibition industry. It evaluates the exhibition 
phenomena with regard to important influences that effect the 
industry's viability. It examines the qualitative aspects of 
exhibitions and proposes new methods for facilitating market­
ing decisions. It describes and extends theories relating to 
cost-benefits and economic risk. It assesses economic 
impacts. Throughout, the research is facilitated by the use 
of analytical models. These enable the complex structure of 
the exhibition industry to be diagnosed,
0.4. Outline of the Report
The study is divided into two sections and five parts. 
Section 1 examines exhibitions and their general characteris­
tics. In particular, Part I describes the extent of present
knowledge concerning UK exhibitions. It is divided into six 
chapters. The first two describe the structure of the UK 
exhibition industry and the major sources of statistical 
data. This is followed by a description of the statistical 
studies carried out by the University of Surrey on major UK 
Exhibitions during the period of research. The findings lead 
to evaluations of basic characteristics and assessment of 
trends as given in Chapter 4. Chapter 5 provides a descrip­
tion of the attitudinal studies carried out on UK exhibitors, 
while certain economic aspects of UK exhibitions are covered 
by Chapter 6.
Part II deals with International Aspects. Chapters 7 and 8 
describe the sources of data on European and American exhibi­
tions and compares their characteristics with exhibitions 
held in the United Kingdom. Chapter 9 then looks at exhibi­
tions from the broad international perspective and comments 
on current trends.
This leads into Section 2 which looks at the Cost-Benefits of 
exhibitions. In particular, Part III looks at the technical 
aspects involved and current methods of approach.
Parts IV and V then look at evaluations made by exhibition 
visitors and exhibitors, and exhibition organisers, venues 
and other support services. Proposals for new research are 
presented. It is hypothesised that such developments would 
facilitate marketing decisions and inter-exhibition compari­
sons. Strategies for minimising economic risk are suggested.
Finally, the Conclusion shows how the various independent 
interests within the UK exhibition industry are inter-related 
and can be described in terms of a macro-economic model.
Data summaries and technical notes are given in the 
Appendices. References are listed at the end of each chapter 
and in full in the Bibliography,
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I UK EXHIBITIONS
II INTERNATIONAL ASPECTS
SECTION 1 EXHIBITIONS AND THEIR CHARACTERISTICS
0. INTRODUCTION
In this section the characteristics of UK exhibitions in 
terms of their general size, attendances, costs, economic and 
other benefits are evaluated. Comparisons are also made with 
other European and American events. The aim is to provide an 
overview of the empirical approaches to exhibition evaluation 
and detail the results of the major research and statistical 
studies. Section 2 deals with the more in-depth considera­
tions and difficulties that surround the problem of exhibi­
tion evaluation. It also deals with proposals for further 
technical development. Section 1 is divided into two parts. 
Part I deals with UK Exhibitions and Part II with Inter­
national Aspects.
P A R T I UK EXHIBITIONS
STRUCTURE OF THE INDUSTRY
SOURCES OF DATA
STATISTICS OF MAJOR EXHIBITIONS
TRENDS
EXHIBITORS’ ATTITUDES 
ECONOMIC ASPECTS
STRUCTURE OF THE INDUSTRY
The Exhibition Industry in the United Kingdom is managed by a 
number of separate groups. Those most immediately concerned 
with the management of individual events are the Exhibition 
Organisers, Technical Sub-Contractors and Venue Managers. 
Providing support at the more global level are the various 
trade associations and governmental organisations represent­
ing the interests of various specialist groups including 
exhibitors and exhibition visitors.
Briefly, this structure has evolved on independent lines 
resulting in fragmentation of the different sectors. Tradi­
tionally, the organisation of exhibitions and trade shows has 
been seen as a separate role from that of providing and 
managing exhibition venues. Stand design and construction 
services have also developed on a largely independent basis 
subject only to trades union agreements and practices. Some 
venues have been financed and operated privately relying on 
hall rental charges to underwrite investment and operating 
costs, while others are wholly public ventures depending on 
visitor and exhibitor spending in the region to justify 
expenditures.
This structure is, however, changing significantly. Several 
new facilities such as the National Exhibition Centre in 
Birmingham and the Scottish Exhibition Centre in Glasgow have 
been financed by joint public-private sector participation. 
A trend towards rationalisation is also affecting the roles 
of venue managers and organisers. To sell space at times 
when halls are not booked for exhibitions, venues are 
actively seeking to promote and organise new events, includ­
ing exhibitions. Some 21% of all exhibitions held in 1983 
were organised directly by hall management. Horizontal inte­
gration has also enabled venues to offer stand design and 
construction services directly to the exhibitions. This may, 
in part, be agreed as a condition for hall hire.
The organisation of exhibitions is also changing. Many 
organising companies have interests in publishing or links 
with trade associations. Several organise exhibitions over­
seas. Large-scale mergers have resulted in a number of the 
smaller entrepreneurial organising companies disappearing. 
While new technologies have resulted in the introduction of 
new exhibitions. 'Verticalisation' or the break-up of large 
market place shows into more specialised events is seen as a 
continuing trend and there has been a distinct increase in 
individual company demonstrations and private product 
launches.
2. SOURCES OF DATA
The sources of data on UK exhibitions can be grouped into 
three main categories:
- Statistical Surveys
- General Articles
- Project Research
The following paragraphs describe the main works under each 
heading.
2.1. Statistical Surveys
Relevant to the study are several surveys carried out by the 
University of Surrey. They include three annual surveys into 
major UK exhibitions held between 1982-84, a survey of 
exhibitors' attitudes towards UK exhibitions and various 
postal and interview surveys conducted in conjunction with 
investigations into future exhibition needs and exhibiting 
costs. The surveys were conducted between 1982-85 by Lawson
F.R. and Wilkie E. The methodologies and findings are 
described in subsequent chapters.
In addition, an annual postal survey is conducted by the 
Incorporated Society of British Advertisers (iSBA) among some 
2,400 UK exhibiting organisations who are members of the 
Society or of the National Association of Exhibitors. Its 
aim is to provide information on UK exhibiting costs. The 
results are contained in the annual statistical reports of 
ISBA and show the pattern of spending on exhibitions over 
recent years in comparison with other media, i.e. television, j
newspapers, journals, direct mail. Technically, the surveys i
suffer from problems associated with non-response. A special­
ised consultative report by Woolf M. (1983), stated that in 
1981, 58% of the sample provided no information at all. It 
concluded that the figures of total expenditures were 
probably over-estimates and small changes between years 
should be treated with caution. Despite the difficulties,
the surveys provide the only regular source of information 
on exhibiting costs in the UK.
Until recently the other regular annual survey was one 
commissioned by the British Tourist Authority (BTA). It 
attempted to monitor changes in the size and value of the UK 
Conference and Exhibition Market. The results, however, 
suffered from lack of precise definition and explanation of 
the methods used and were circulated only on a limited basis 
principally to subscribers to the research. The reports 
sought to show for selected venues the number of exhibitions 
held analysed by length and average attendances. Statistics 
were also included on gross exhibition space sold and hall 
rental costs. In 1984 it was estimated that UK exhibition 
centres earned £60 million in direct revenue from space sales 
and exhibition services. This estimate does not include 
spending by exhibition visitors, exhibitors and organisers on 
hotels, travel, contractual and other support services. The 
total value of UK exhibitions in terms of immediate spending 
and longer-term impacts on sales, exports, employment and 
investment is not known. The estimates produced by Lawson 
(see para 6.4.3) are the most comprehensive to date.
The other regular survey relevant to exhibition studies is 
the International Passenger Survey. This provides, in 
alternate years, estimates of the number of overseas visitors 
to UK exhibitions. It also gives estimates of visitor 
spending and length of stay analysed by country of origin. 
This is the main source of information on monies spent by 
overseas visitors. Other subsidiary sources are two reports 
published by the English Tourist Board in 1983 and 1984. 
These give useful information on spending particularly among 
domestic visitors.
The only other major attempt to provide statistical data on 
UK exhibitions was a survey commissioned in 1977 by the 
Central Office of Information (COI). The results were not 
published. The work suffered from lack of clear statistical
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definition and misinterpretation of the financial workings of 
the exhibition industry. No doubt this first attempt to 
gather data was hampered by the decision to include financial 
information. Perhaps its greatest value was in providing 
lessons for the future and in paving the way for the annual 
surveys conducted by the University of Surrey.
2.2. General Articles
Much of the general literature is confined to trade journal 
articles and papers describing how exhibitions can best be 
managed, made effective, measured or evaluated. Most views 
are based on general experience or a few case examples rather 
than detailed applied research. The articles are, neverthe­
less, of value for the ideas and concepts they project. They 
also bring together salient pieces of information and re­
inforce important statistics. Only the more substantive 
articles are described.
A paper published by Mack-Brooks Exhibitions (1984) restates 
the monies spent on UK exhibitions relative to other market­
ing media. It gives comparisons with sales call costs. It 
also provides a clear and comprehensive breakdown of the 
possible objectives involved in exhibiting and gives recom­
mendations for a systematic approach. The paper is analytical 
as well as descriptive. A second paper by McDermott H. 
(1981) gives a simple rule-of-thumb method for estimating the 
monies individual companies should spend on exhibiting and 
provides some interesting statistics on stand attendance 
ratios based on several thousand market research studies. 
McDermott also discusses how estimated stand attendances can 
be related to sales call costs and proposes methods for 
effective exhibiting. A third article by Nicholson P. (1982) 
provides interesting commentary and ideas on 'Measuring 
Success at Exhibitions', while a paper by Millraan A.F. and 
Spencer R.A. (1984) gives information on the relative costs 
of exhibiting and exhibitor attitudes.
11
2.3. Project Research
Of the other major UK research studies related to this 
subject, the most substantial are a series of economic impact 
studies carried out by Joint Unit for Research on the Urban 
Environment, University of Aston (JURUE). Four studies were 
carried out at different times. Two were concerned with the 
impact of the National Exhibition Centre (NEC) on its 
surrounding region, a third with the construction of a new 
exhibition centre at Manchester, and a fourth with the impact 
of the now defunct Bingley Hall on the city of Birmingham.
The NEC studies looked at the effect of the new centre on 
land use, employment, income and investment. They were con­
ducted after the NEC had been built and did not deal with the 
initial question of feasibility or construction design. Much 
of the research was concerned with analysing the spending 
patterns of exhibitors and visitors. The main technical 
emphasis was on the use of tourism multiplier techniques for 
measuring the effect of potential new investment on regional 
employment and incomes. The work was followed by two similar 
studies. The first looked at the economic impact of a new 
Exhibition Centre on Manchester and the second at the econo­
mic and social impact on Birmingham of the historic Bingley 
Hall Exhibition Centre. In both cases the method of approach 
was similar to that used for the NEC studies. That is, the 
main emphasis was on an examination of the potential benefits 
of each construction to the surrounding region. No attempt 
was made to look at the cost-benefits of building different 
types of exhibition complex in Manchester or of providing 
different refurbishment schemes for Bingley Hall. It is true 
to say that most schemes for the construction of new exhibi­
tion halls or for the refurbishment of existing halls have 
been largely political decisions based on the need to re­
develop an area and create new income and employment. Up 
until recently the dearth of modern conference and exhibition 
facilities in the UK has ensured all new developments have 
had a reasonable chance of success. This situation is now 
believed to be changing as more new or improved facilities
12
come on stream and construction costs increase. In future it 
is likely that proposals for new developments will require 
considerable justification and in-depth evaluation.
Another major research study conducted in the UK was an 
investigation into the policy of the British Overseas Trade 
Board (BOTB) as regards the development and promotion of UK 
exhibitions. The study was undertaken by Gibson P., (1982).
It included a description of the BOTB's policies and of their 
implementation in practice. Direct expenditure by the BOTB 
on exhibition activity including overseas and inward 
missions, joint ventures, promotion, hospitality, exhibition 
support staff, and overheads was investigated. The purpose 
of the study was to gain an insight into the Government's 
expenditure and attitude towards UK exhibitions. It was 
intended as a basis for discussion leading to a possible 
revision of current Government policies. Developed in the 
late 1950s, these policies have specifically favoured 
supporting UK companies' participation at overseas trade 
fairs. They were based on the belief that UK exhibitions 
provided less export potential than exhibitions being estab­
lished elsewhere, particularly in West Germany, France and 
Italy. This view is now thought by many in the exhibition 
industry to be out-dated and detrimental to the growth of UK 
exhibition facilities and services. The research applied 
business study techniques and presented the situation through 
observation, interrogation and assimilation of known facts.
Two other major research projects are those conducted by 
Lawson F.R. (1985) on 'Exhibition Trends' and a review of 
'Exhibition Facilities in London ', The first is based 
largely on further workings of the findings of the surveys 
into major UK exhibitions, and on analysis of exhibition 
statistics provided by European organisations. Trends in UK 
exhibitions between 1982-84 were examined by size and 
industry, and comparisons made with European events. The 
second study on exhibition facilities in the UK, and particu­
larly in London, was commissioned by the British Tourist
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Authority. It drew largely on previous research and made 
investigations and recommendations regarding: (i) the current 
size of the UK exhibition market and its potential; (ii) the 
optimum size flexibility and usage of any new centre; and 
(iii) its commercial viability, feasibility and economic 
impacts.
An earlier work by Lawson F.R. (1981) researched aspects of 
the design and construction of conference and exhibition 
facilities; the introductory chapters include some useful 
general material on conference and exhibition markets, expen­
ditures and factors influencing demand.
2.4. Conclusion
The data on UK exhibitions encompasses a wide variety of 
aspects including information on size, attendances, 
industries and trends, as well as on exhibitor attitudes and 
costs. Particular aspects relating to market potential, 
cost-feasibility, venue development and exhibition effective­
ness have been approached through specific studies. The next 
chapters describe the main findings of the different studies.
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3. STATISTICS OF MAJOR UK EXHIBITIONS
3.0. Introduction
Up until 1982 little was known about the size, location and 
other particulars of UK exhibitions. Information was not 
readily available on the amount of exhibition space sold or 
attendances at UK exhibitions analysed by industry, venue or 
international participation. Little factual data existed on 
the comparative importance of UK exhibitions as a marketing 
medium, the costs involved, the size of potential markets, or 
the acceptability of UK facilities. Those operating in the 
industry were increasingly aware of the need to inform custo­
mers, potential customers, governments, and other interested 
groups of the very wide range of exhibitions available in the 
UK. They needed to make available the kind of factual 
information that would help such groups justify expenditure 
on UK exhibitions as opposed to other forms of marketing. A 
Research Programme was therefore set up by Lawson F.R. and 
Wilkie E. at the University of Surrey. It undertook specific 
studies and surveys into UK exhibitions.
Three surveys were carried out between 1982-1984. They 
covered all exhibitions held at UK venues with 2,000 sq.m. or 
more gross indoor exhibition space. Financial support was 
given by the British Exhibitions Promotion Council (BEPC) and 
the British Overseas Trade Board (BOTB). Comprehensive data 
was obtained on the size, product areas, attendances, 
frequencies, and locations of individual exhibitions. 
Reports were published on each annual survey. Almost 1,300 
exhibitions were surveyed. The following paragraphs describe 
the methods used and major findings.
3.1. Sample Selection and Survey Methods
Exhibitions were selected on the basis of size and type of 
venue used. All exhibitions held between 1982-1984 at UK 
venues with 2,000 sq.m. or more gross indoor space were 
included, A list of venues was drawn up using specialist 
publications. These included the 'Exhibition Trades Direc-
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tory, 1982/83' and individual venues' sales brochures. 
Exhibitions were identifed through 'Exhibition Bulletin', a 
monthly calendar listing exhibitions by date, title, venue, 
name and address of organiser. Other supplementary lists 
were provided by the BOTB. The 'Exhibition Year Book', an 
annual publication providing details of venues, organisers 
and exhibitions was also used. The total number of venues 
and exhibitions initially surveyed for each year are given in 
Table 3.1.
Table 3-1 s 
Number of
Major UK 
Venues and
Exhibitions 1982-84: 
Exhibitions Surveyed
Year Venues Exhibitions
1982 27 414
1983 28 447
1984 26 513
In addition to the main surveys, a separate assessment was 
made of the total number of exhibitions of all sizes reported 
to be held in the UK in 1982. This showed that 750 exhibi­
tions were held at 300 different venues of which nearly one- 
third were isolated events held in small halls with no 
specialised facilities. It was therefore established that 
the sample of major UK exhibitions accounted for 53% of all 
known events and these were confined to approximately 27 
venues. By definition it included all the largest and most 
prestigious indoor exhibitions. Excluded were major out-door 
exhibitions such as The Southampton Boat Show and Farnborough 
Air show, and a few specialised indoor exhibitions of inter­
national importance which were held at venues with less than
2,000 sq.m.
A postal questionnaire on each exhibition was sent to the 
exhibition organiser. Information was divided into three 
categories.
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Figure 3.1: Topics Covered by Questionnaires on Major UK Exhibitions
Category and Question (in brief)
II.
III.
Identifying Information
1. Exhibition title
2. Shortened title
3. Venue
4. Date held
5. Organiser's name and address 
General Characteristics
6. Industry group
7. Type of visitor permitted (trade, public, both
8. Whether attendances audited or not
9. Frequency (6 monthly, annual, biennial, 
less frequent)
10. Associated with a conference or not
11. Year first held (new event, new in last
5 years, over 5 years old)
Numerical Data
12. Number of open days
13. Net space sold in sq.m.
14. Total number of exhibitors, analysed by 
number, which were:
i) UK-based companies
ii) Overseas-based companies
15. Total visitor attendances, analysed by 
number, which were:
i) Trade, UK
ii) Trade, overseas
iii) Public
Note: A copy of the full questionnaire is given in Appendix E.
Each item of information was recorded in direct or coded form 
on to computer diskette in a format suitable for manipulation 
by the computer package Dbase II.
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Up to four industry codes were permitted for each exhibition 
using the ’World Classified Industrial and Trade Index of 
Fairs and Exhibitions'. This index is published by 
'Exhibition Bulletin'. It has no official basis, but is the 
index used in that publication to cover all UK exhibitions. 
Determining the appropriate industry group for an exhibition 
is a complex matter because of the wide product range covered 
by some events. Difficulties also arise when the precise 
nature of an exh ibition is unknown. Titles can be 
misleading. For this reason classifications were checked 
wherever possible with organisers.
In addition, it was noted whether or not attendance figures 
had been compiled by independent audit. Organisations 
specialising in this field in the UK are the Audit Bureau of 
Circulations (ABC), Exhibition Audience Audits (EAA) and 
Coventry Data Services (CDS). A main concern about 
collecting data on exhibition attendances is the quality and 
accuracy of the information provided. In 1984, 14% of
returns gave data which had been audited by one of the three 
recognised organisations and 18% had had their figures 
audited by the organising company's own auditors.
A question on the age of each exhibition was introduced in 
1983. This provided information on the growth of new events. 
Full details of codings and classifications are given in 
Appendix E.
Table 3.2 shows the effective sample sizes after deductions 
due to cancellations and changes in venue. Information on 
exhibition title, venue, dates, organiser, industry groups 
and length were available for all events. Other details as 
shown in Figure 3.1 were available for all exhibitions for 
which completed questionnaires were returned.
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Table 3.2: Major ÜK Exhibitions 1982-1984; Effective Sample
Sizes by Number of Questionnaires Completed
Year Effective sample size Questionnaires completed
1982 385 227 (60%)
1983 393 222 (56%)
1984 467 208 (45%)
The response rate was highest among exhibitions held at the 
largest venues. This is not surprising. Many small 
exhibitions are managed by small companies, who do not 
identify with the purposes of the survey and who have less 
administrative resources for providing data.
Table 3.3: Major UK Exhibitions 1984;
Response Rate by Size of Venue
Gross size of venue (sq.m.) Response rate %
10,000 or more 51
5,000 - 9,999 45
2,000 - 4,999 35
Overall 45
3.2. The Main Findings
Only the results of the 1984 survey are given. There was, in 
fact, little difference between the years in the proportional 
values for different groups. Significant overall differences 
are referred to in the next chapter relating to trends.
3.2.1 Exhibitions by Venue
Table 3.4 shows the number of exhibitions held in 1984 at 
each venue. The eight largest venues with 10,000 sq.m. or 
more gross space hosted 40% of the total. Several of the 
smaller venues also held a considerable number of exhibi­
tions .
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Table 3.4s Major UK Exhibitions, 1984s
Venues by Size and Number of Exhibitions Held (a)
Venues by gross size No. of exhibitions
(sq m. ) held
NEC, Birmingham (101,000) 42
Earls Court, London (50,000) 19
Olympia, London (30,000) 25
Kelvin Hall, Glasgow (12,700) 4
Olympia 2, London (11,500) 9
Métropole Exbtn. & Conf. Centre, Brighton (10, 500) 28
Belle Vue, Manchester (10,300) 22
Int. Conf. & Exbtn. Centre, Harrogate (10,000) 38
Kings Hall, Belfast (8,500 + outside area) 8 (b)
Barbican Centre, London (8,000) 28
NAC, Kenilworth (6,000 + outside areas) 6 (b)
Royal Highland Exbtn. Centre, Ingliston (6,000 + outside)ll (b)
Bristol Exhibition Centre & Complex (6,300) 41
Kensington Exhibition Centre, London (4,395) 26
Doncaster Exhibition Centre (4,000 + outside areas) 21
Grosvenor House, London (4,000) 2
Queen's Hall, Leeds (4,000) 8
Sandown Exhibition Centre, Esher (4,300) 7
Alexandra Palace, London (3,600) 25
Norbreck Castle, Blackpool (3,500) 4
Novotel, London (3,500) 23
Winter Gardens, Blackpool (3,000) 6
Wembley Conference Centre, London (3,000) 40
Brighton Centre (2,900) 10
Westminster Exhibition Centre, London (2,800) 11
Plymouth Exhibition Centre (2,800 + outside areas) 3
TOTAL EXHIBITIONS 467
Notes: (a) Includes only venues with 2,000 sq.m. or more indoor
space,
(b) Includes outdoor agricultural exhibitions with indoor 
events.
Sources Major UK Exhibitions, 1984.
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since 1984 a number of major changes have occurred in UK
venues. In particular;
(i) Kelvin Hall, Glasgow has been superceded by the 
Scottish Exhibition Centre. The latter provides a 
gross area of 19,000 sq.m. plus facilities for con­
ferences and spectator events up to 10,000 people.
(ii) GMEX at Manchester, which opened in March 1986, boasts 
a completely new pillarless exhibition area of 10,350 
sq.m.
(iii) The Westminster Exhibition Centre, previously known as 
the Royal Agricultural Halls, Islington, London has 
been redeveloped to provide an American-style Trade 
Centre with fixed display areas and flexible confer­
ence and exhibition facilities of up to 2,700 sq.m. 
net.
(iv) Alexandra Palace, London has been reconstructed to 
provide 9,450 sq.m. of multi-use exhibition space from 
late 1987, meantime a temporary structure is in use.
(v) The Kensington Exhibition Centre, London plans further 
extensions.
(vi) The Wembley Conference and Exhibition Centre opened a
5,000 sq.m. new exhibition hall in January 1987 
following a L5& million development programme,
(vii) London’s major joint venues, Earls Court and Olympia, 
have also undergone considerable refurbishment and 
extension in recent years. In particular, Olympia 2 
was opened in 1984 to provide a further 11,500 sq.m.; 
it will now be enhanced by a new conference centre 
seating 450 people from September 1987. At Earl's 
Court a 7-acre site was purchased in 1984 to accommo­
date improvements in traffic management; it will also 
become the location for a new 17,000 sq.m. hall, Earls
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Court 2, which is part of a £35 million development 
project scheduled to be completed in 1990.
(viii) Finally, the first phase of a master plan to double 
the size of the NEC, Birmingham has recently been 
announced. By 1989, the Centre's total display space 
will comprise 125,000 sq.m. The development is part of 
a planned sequence of growth involving a £35 million 
investment project aimed at responding to the needs of 
Britain's main exhibitions and enabling them to remain 
competitive with their European counterparts.
3.2.2. Frequency Patterns
The surveys of major UK exhibitions showed that 72% of 
exhibitions are annual events. A few (9%) were held six- 
monthly and 15% were held every two years. Only 4% of 
exhibitions were held less frequently, i.e. at three-yearly 
or longer intervals.
It is well known that peak times for holding exhibitions in 
the UK are Spring and Autumn. In 1984, 40% of exhibitions 
were held between March-June and 35% between September- 
November.
Table 3.5: Major UK Exhibitions 1984:
Exhibitions Held in Different Months
Month Percentage of total %
January & February 14
March & April 21
May & June 19
July & August 7
September & October 25
November & December 14
TOTAL 100
Only 5% of the total were held 
: Major UK Exhibitions, 1984
in January and 4% in December.Note;
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3.2.3. Exhibition Organisers
Just under 200 organisers were contacted. Only 62 were 
listed in the survey as being responsible for more than one 
exhibition. This excluded those who managed several 
exhibitions under different company names or who organised 
additional exhibitions not included in the survey.
3.2.4. Industries Promoted
There were 14 industry groups that were predominant in that 
they each accounted for 10 or more exhibitions. Together 
they accounted for 72% of all exhibitions surveyed. Thus 
only one quarter of all exhibitions held at major venues in 
1984 involved industries totally distinct from those listed 
in Table 3.6.
Table 3.6: Major UK Exhibitions 1984: Exhibitions by Industry
Industry Group No. of Exhibitions
i Public consumer shows & general trade fairs 46
ii Office machinery, computers & supplies 44
iii Transportation, motor vehicles, m/cycles, bicycle 37
iv Other electrical & electronics equipment 31
V Antiques & art 27
vi Food, catering & equipment 26
vii Handicraft, hobbies, DIY 23
viii Furniture, furnishing, decorative lighting 21
ix Hospital, medical & allied equipment 19
X Fashion, clothing & baby goods 18
xi Building, public works, mining 16
xii Camping, caravan & sports equipment 10
xiii Packing machinery, handling & storage 10
xiv Environmental, water, security 10
Note: Exhibitions are counted only once against their major indus­
try classification. Classifications relate to the 'World 
Classified Industrial & Trade Index of Fairs and Exhibitions' 
as published by 'Exhibition Bulletin'.
Source: Major UK Exhibitions, 1984.
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3.2.5. New Exhibitions
There were 26 new exhibitions recorded by the 1984 survey. 
Five were in the industry group relating to Office Machinery, 
Computers & Supplies. This group includes a wide range of 
shows from specific computer exhibitions to general 
’business-to-business' exhibitions.
The survey also identified 64 exhibitions which had been 
developed during the last five years; of these 12 (19%) were 
in the industry group relating to Office Machinery, Computers
6 Supplies; 11 (17%) in Other Electrical & Electronic
Equipment; 10 (14%) in Fashion, Clothing, & Baby Goods; and
7 (11%) in Transportation including Motors and Other 
Vehicles.
3.2.6. Net Size of Exhibitions
As to be expected, there was a correlation between size of 
exhibition and venue, but 46% of exhibitions on which full 
data was provided and which were less than 2,000 sq.m. net 
were held at venues with over 5,000 sq.m. gross usable space. 
Thus the larger venues do attract smaller exhibitions and it 
is reasonable to suppose that location and standard of 
facilities play an important part in the selection process. 
Information was available for 198 exhibitions.
Table 3.7: Major UK Exhibitions, 1984: Net Size of Exhibitions
Net size of exhibitions 
sq.m.
Proportion of total 
%
Less than 1,000 19
1,000 and less than 2,000 25
2,000 and less than 5,000 30
5,000 and less than 10,000 11
10 000 or greater 15
TOTAL 100
Note: Net size is the area covered by stands and exhibition
displays. It excludes aisle space or space used for other 
facilities, e.g. catering.
Source: Major UK Exhibitions, 1984
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Table 3.7 shows that 74% of exhibitions held in 1984 for 
which information was available, were less than 5,000 sq.m. 
net and 26% were 5,000 sq.m. net or over. The actual number 
of exhibitions known to be 5,000 sq.m. or greater was 52. 
Allowing for non-response, it is estimated that these larger 
exhibitions represent around one-fifth of all major indoor UK 
exhibitions. The largest exhibition held in 1984 was the 
'British International Motor Show' with 63,848 sq.m.
3.2.7. Trade and Public Exhibitions
The majority of major UK exhibitions are open to trade 
visitors only. In 1984, 66% of exhibitions on which full 
data was provided were open to trade visitors only, 6% were 
essentially trade events but permitted the public on certain 
days and 28% were open to the public all the time.
3.2.8. Exhibitions with a Conference
For exhibitions with full data, 35% held a conference in 
conjunction with the exhibition. This highlights the impor­
tance of providing both meeting and exhibition facilities in 
one location. Compared with previous years there was an 
increasing trend towards more exhibitions with a conference 
or seminar programme.
3.2.9. Exhibitor Participation
Overall 42,202 exhibitor participations were recorded for 
1984 of which 4,538 (11%) were from overseas. These figures 
are an under-recording because of non-response. The term 
'international' when used in the title of an exhibition can 
be misleading. The UK Association of Exhibition Organisers 
(AEO) stipulate that it should only be used when substantial 
overseas promotion is intended and foreign displays account 
for at least 10% of the stand space. Of the 208 exhibitions 
recording data for 1984, 49 reported a 10% or greater level 
of international exhibitor participation. By definition the 
term 'international exhibitor' does not include major multi­
national organisations operating from a UK base.
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3.2.10. Visitor Attendances
Information was requested from organisers about visitor 
attendances. For exhibitions open to the public separate 
statistics for trade and public visitors are often unavail­
able. Therefore, public attendances shown in Table 3.8 
include all visitors to 'public' shows and trade shows open 
to the public. Trade attendances are therefore under­
recorded.
Table 3.8 Major ÜK Exhibition 1984; Visitor Attendances
___________________________________________________ Millions
Exhibition No, of  Visitor attendances_______ Total
open to exbtns._ Trade__________  Public atten-
_________________________ UK O/seas Total__________ dances
1. Trade only 138 1.30 0.08 1.38 - 1.38
2, Public &
Trade 70 0.15 0.04 0.19 2.87 3.06
Totals 208 1.45 0.12 1.57 2.87 4.44
Percentages - 32.7% 2.7% 35% 65% 100%
Note; Trade attendances are under-recorded. See para 3,2.10.
Source; Major UK Exhibitions, 1984.
It is well known that exhibitions open to the public attract
the highest attendances. It was stated in para 0.1, however,
that economically trade exhibitions are more important. The 
total trade attendances recorded by the 208 exhibitions 
listed in Table 3.8 for 1984 was 1.6 million and of these 
0.12 million (8%) were from overseas. Trade visitors 
represented 35% of all visitor attendances recorded.
Estimating the overall attendances to major UK exhibitions 
taking into account non-response is a complex matter because 
of the many uncertainties that exist. Crude estimates calcu­
lated for 1983 suggested a total of around 7 million annual 
visitor attendances for major indoor UK exhibitions. Of
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these, an estimated 2.5 million were trade visitors and 0.2 
million overseas trade visitors. The next chapter looks at 
trends in UK exhibitions over the years 1982-84.
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4. TRENDS IN UK EXHIBITIONS
4.1. Method of Approach
Lawson in his study of trends in UK exhibitions (Lawson F.R., 
1984) used data from the three annual surveys of major UK 
exhibitions supplemented by analyses of exhibition statistics 
provided by European and American organisations and by data 
from ad hoc inquiries. In particular, a postal survey was 
conducted in order to obtain a cross-section of views from UK 
organisers, exhibitors and contractors. Opinions concerning 
UK exhibition facilities and future trends in the industry 
were sought. In all 124 questionnaires were analysed; 56 
were completed by organisers, 28 by contractors and 40 by 
exhibiting companies. Only a few respondents had 5 or less 
years' experience of the industry and 60% had 15 years' or 
more; 70% had worked overseas.
4.2. The Views of those in the Industry
Very few respondents to the postal survey thought that UK
exhibitions involving international participations would 
decrease. One-third were of the opinion that the number and 
size of international exhibitions held in the UK would 
increase and several commented that this development would be 
encouraged if better facilities were available particularly 
in London. The majority of respondents (77%) saw a general 
trend towards more specialised exhibitions. One-third 
expected the large consumer exhibitions to continue although 
they might become fewer in number.
More specifically, it was thought that the pattern of exhibi­
tions held in the UK would move in the direction of:
° more exhibitions with conference programmes 
° more private exhibitions
° more and larger specialised high-technology exhibitions 
Just over half of all respondents were of the view that 
regional exhibitions would increase, particularly as new and 
improved facilities came into use. Only 12% predicted the 
development of permanent trade centres.
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4.3. Statistical Findings
4.3.1. Change in Size of Exhibitions
Comparing samples of exhibitions held in 1982 and 1983 there 
was a net reduction in the size of very large exhibitions and 
a substantial net increase in those occupying less than 5,000 
sq.m. stand space.
Table 4.1: Major UK Exhibitions 1982-83:
Changes in Size of Exhibitions
Net size of 
exhibitions 
in 1983 
(sq.m.)
No. of 
exbtns. 
compared
Average percentage 
change in exbtn. 
size (a)
(%)
Overall change 
in space 
used (b)
(%)
Over 30,000 1 - 2 - 2
10,000 - 29,999 12 + 2 + 2
5,000 - 9,999 14 0 + 2
2,000 - 4,999 28 + 10 + 10
Less than 2,000 39 +26 +22
TOTAL 94 + 14 + 5
Notes: (a) Average of percentage changes for each exhibition.
(b) Comparisons of total space sold.
Source: Exhibition Trends, 1984.
Between 1982 and 1983 net exhibition space used for compar­
able annual events increased by 5% overall; while the average 
change in the sizes of individual exhibitions increased by 
14%. A similar comparison for exhibitions held in 1983 and 
1984 showed increases of 15.3% and 18% respectively.
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Table 4.2: Major UK Exhibitions 1983-84:
Changes in Size of Exhibitions
Net size of exhibitions 
in 1983 (sq.m.)
Average change 
exhibition size
in
(%)
Over 30,000 + 1
20,000 to 29,999 + 2
10,000 to 19,999 + 6
5,000 to 9,999 +47
2,000 to 4,999 +30
Under 2,000 + 10
Average change in size + 18
Note: Based on 71 exhibitions.
Source: Exhibition Trends, 1984.
4.3.2. Comparisons by Industry
Between 1982 and 1983 the most significant increase was in 
the growth of high-technology exhibitions. That is, those 
relating to information technology, communication and office 
equipment. These exhibitions showed an average increase of 
33% in size and took up 42% additional space. Exhibitions in 
food, hotels and catering subjects also increased signifi­
cantly by an average of 22% in size using almost 14% extra 
space. The size of exhibitions in sport, leisure and recrea­
tion increased by 13% on average, requiring nearly 10% more 
space. Exhibitions dealing with industry, science and 
technology increased in size by an average of 10%. However, 
a net reduction in size averaging almost 9% was experienced 
in exhibitions of textiles, leather goods and jewellery. 
Exhibitions in subjects concerned with health, safety and the 
environment also reduced in size by an average of 2%.
The pattern of change between exhibitions held in 1983 and 
1984 showed some different variations. Those covering 
industry, science and technology increased in size by an
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average of 22% taking up a further 27% exhibition space 
overall.
Continuing the growth of the previous year, information 
technology, communication and office equipment exhibitions 
also increased considerably in size by an average of 18%. 
Sport, leisure and recreation subjects showed an average 
increase of 39% in the size of exhibitions. As in the 
previous year the lowest growth was experienced in exhibi­
tions covering health, safety and the environment in which 
almost 20% less space as taken up overall. Full details are 
given in Table D.l. of the Appendix.
4.3.3. Exhibitions with Conferences
Exhibitions are increasingly accompanied by conferences or 
seminars both as a means of promoting subject interest and as 
an additional information benefit from attending the 
exhibition. In the UK, 26% of all reported exhibitions in 
1983 held a conference in conjunction with the exhibition. 
This proportion was much higher in the venues providing 
extensive conference facilities.
Table 4.3; Major UK Exhibitions 1983;
Exhibitions with Conference by Venue
Venue
Exhibitions 
with details
Number with 
conference
NEC, Birmingham 23 11
Earls Court, London 16 0
Olympia, London 14 2
Métropole E & C Centre, Brighton 14 7
Int. C & E Centre, Harrogate 27 9
Barbican Centre 14 7
Alexandra Palace, London 6 2
Wembley Conference Centre 17 10
Note; Exhibitions and main venues reporting details 
Source: Exhibition Trends, 1984.
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4.4. Conclusion
Exhibitions are part of a growth industry. The greatest 
increase is among smaller exhibitions, specialised technical 
events, and exhibitions with a conference. An annual growth 
rate of 5% in overall space used was predicted by Lawson as a 
cautious estimate. This is now being confirmed. The next 
chapter looks at the marketing benefits of exhibitions as 
perceived by UK exhibitors.
References
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5. EXHIBITORS' ATTITUDES TOWARDS UK EXHIBITIONS
A survey was conducted by the University of Surrey with the 
support of the UK Exhibition Liaison Committee (1). It 
provided a useful development to the annual surveys of major 
UK exhibitions. Its main purpose was to examine the atti­
tudes of UK exhibiting companies towards UK exhibitions. 
Questions were asked about the role of exhibitions as a 
marketing tool and the perceived cos t-benef its. Companies 
were also asked about exhibition selection, evaluation, stand 
design and staffing.
5.1. Sample Selection & Survey Methods
A quantitative rather than a quantitative approach was used. 
A total of 23 companies were included in the survey. Eleven 
of the companies were subjected to an in-depth interview and 
a further 12 responded to a postal questionnaire. Companies 
were selected for their diversity and differing degrees of 
exhibition participation. The sample included some major 
multi-nationals who exhibited worldwide, some well estab­
lished and sizeable UK companies who exhibited within the UK 
only, and a few small emerging companies for whom exhibitions 
were a new venture.
Each in-depth interview was with one or more senior decision­
maker. The interviews were recorded and were based on a 
general discussion document (see Appendix D.3). It was 
decided that this approach was more appropriate than seeking 
responses to specific questions. Respondents were able to 
discuss their views freely and qualify their different argu­
ments. Thus a rounded in-depth understanding of attitudes 
was obtained.
In addition, twelve companies responded to a simple postal 
questionnaire (see Appendix D.4). This questionnaire was 
directed at a number of aspects concerned with exhibition 
participation. It included some specific questions on costs 
and perceived benefits of exhibiting. For reasons of confi-
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dentiality the names of companies participating in the 
surveys are not revealed.
5.2. The Findings
5.2.1. Marketing Methods
The individual companies selected were involved in a wide 
range of product areas and industries. For example, a packag­
ing company provided services to the wine trade and the 
computer industry. An organisation involved in brewing sold 
its products or by-products to the medical, food and 
beverage, horticultural, metallurgical and chemical 
industries. As a result a wide range of marketing methods 
and approaches were used.
It was found that marketing methods are geared both to the 
product and the current state of the market. For example, 
consumer products are promoted in ways to create both trade 
and public awareness. Both television and trade journal 
advertising are used. Products, costly and complex in nature 
and which involve long-term marketing strategies, are 
promoted through advertising, sales personnel and exhibi­
tions. Often new products are launched with the aid of an 
exhibition.
Of the exhibition companies selected all said that exhibi­
tions formed only a part of their marketing strategy. Parti­
cular use is also made of television and journal advertising. 
The former creates public awareness and the latter reaches 
trade buyers. Considerable importance is also placed on the 
role of sales personnel as an effective means of face-to-face 
communication. One exhibitor emphasised the importance of a 
co-ordinated campaign. He said that, "On their own large 
exhibitions have limited value, but when included as part of 
an integrated campaign with advertising and PR they are very 
effective."
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All exhibitors thought small, private exhibitions would 
increase. For many, they are an important part of: their 
promotional activity. Companies involved in private events 
said they used their own modular systems or display panels. 
These can be easily erected and moved from one location to 
another. The advantage of private exhibitions is that they 
provide direct contact with selected buyers at minimal cost. 
In contrast, some of the very large international exhibi­
tions, held particularly on the Continent, are seen as being 
too large. One exhibitor explained: "Buyers attending large
exhibitions need 3-4 days to cover them, therefore they visit 
only selected areas." Figure 5.1 shows the time spent by 
buyers at 'Pakex 1983’; 70% stayed one day or less.
Figure 5.1s Days Spent at Pakex '83 by Visitors
or more
No answer (2.OX)
Sources ’The Relevance of Exhibitions in Industrial Marketing’, 
Archer W. (1984).
5.2.2. Reasons for Exhibiting
Exhibitions are seen to have four main purposes:
i) They are important to establishing a market share.
New companies anxious to establish a position in the 
market place use exhibitions to confirm credibility 
and awareness of their organisation.
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ii) Exhibitions enable new products and developments to
be demonstrated effectively.
iii) Established companies use exhibitions to confirm
credibility in their organisations and renew 
acquaintances with existing clients. One respondent 
described it as "putting a face in front of the 
buyers". He said, "Existing customers like to be 
entertained. They want confirmation that the 
companies they deal with are active in the market 
place. They want to talk and cross-fertilize ideas."
iv) Exhibitions are important to generating immediate
orders and/or obtaining sales leads.
In short, companies view exhibitions as an important PR 
exercise and a way of presenting their image to the customer. 
They see them as a means of renewing existing client contact 
and informing clients of new products and developments. In 
addition, exhibitions are an important way of generating new 
sales leads. In practice few companies expect to take 
immediate orders on the stand. This latter finding is not 
surprising. The purchasing of costly and complex products 
such as heavy plant machinery and extensive computer hardware 
often requires close and lengthy consultation.
Archer W., (1984), also highlights two negatives for exhibit­
ing, they are:
"Because the competition is there."
"Because the company didn’t know what to expect if it 
did not attend."
In the University study these two reasons were not prevalent. 
Some companies said the presence of competitors was an 
influencing factor. However, in the main, companies were 
selective and discerning in their choice of exhibition and in 
their decision on whether or not to exhibit.
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5.2,3. Exhibition Selection
Most established companies have well established programmes 
of exhibitions. That is not to say that participation is 
ill-considered or the number of events remains constant from 
year to year. One respondent commented, "We do not exhibit 
automatically just because our continuing support is 
requested. There have to be specific reasons," Having said 
that, companies are drawn to a core of well-established 
events and try additional events only from time to time.
The reason is self-evident. Established shows attract the 
major buyers and hence the major exhibitors. Long-running 
exhibitions are not easily usurped and exhibitors concerned 
with the high costs of exhibiting are selective and cautious 
in their approach towards new events. As one respondent 
explained, "It is not often a new exhibition can command the 
buyers. Many regional events may spring up pulling buyers 
hither and thither, but in practice it is the major estab­
lished events which attract the majority of buyers and hence 
the majority of exhibitors."
The most positive reason given by all companies for selecting 
an exhibition was the quality of its buyers. "If the right 
buyers are there it is a good exhibition." In the main, 
companies thought exhibition organisers did a good job in 
promoting their events. Surprisingly, they were less 
concerned with the quality of the venue. The international 
standard and quality of the NEC was appreciated, but as one 
respondent put it, "We will exhibit in a foyer bar or even a 
cow pen if the buyers are there." Personal inconvenience is 
secondary to making good contacts. This does not mean that 
exhibition services and facilities are unimportant. Many 
companies stressed the importance of the venue and its loca­
tion for attracting buyers.
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5.2.4. Timing of Exhibitions
A further factor affecting selection was timing. For some 
fast-moving technological industries an annual exhibition is 
appropriate. For others, where the pace of new developments 
is slower, a three- or even four-year interval is preferable. 
An example by an exhibitor illustrates the point. He stated 
that an exhibition organiser concerned with streamlining his 
administration merged two major exhibitions into one. The 
result was that the time interval of one exhibition was 
shortened, although in the view of the exhibitors the pace of 
development in their industry did not warrant a more frequent 
event. Furthermore, they found less buyers visiting their 
stands because of the draw of other exhibits. The result was 
that the dissatisfied exhibitors formed their own event, 
which they claim is cheaper because the services of a commer­
cial organiser are not involved. The example is important 
because it illustrates how changes in timing and quality can 
affect exhibition organisation and the selection process.
Similarly, timing within a year may be important. An exhibi­
tor concerned with the Catering Industry exhibited at both 
Hotel Olympia and the International Food Exhibition (IFE). 
Both exhibitions are purposely held in the early part of the 
year, in order to enable exhibitors to meet the buyers before 
the buying pattern for the year is set. In contrast, it was 
shown that concern over timing can cause problems for compet­
ing events. More than one exhibitor complained of the 
problems of having to select only one event or suffer the 
horrors of madly racing from one exhibition to another. In 
the case of Hotel Olympia and IFE the problem is overcome by 
the exhibitions being held in alternate years.
Fragmentation of the industry resulting in too many competing 
events was also expressed as a problem by exhibitors. Very 
few companies felt they needed more exhibitions. On the 
contrary, most thought the recent proliferation in events had 
resulted in a fragmenting of the market and put pressure on 
companies to exhibit more often than they wished.
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5.2.5. Exhibiting Outside the UK
Half of the companies surveyed exhibited overseas. Overseas 
events were nearly always handled by the international head­
quarters or the national office in the country where the 
exhibition was being held. Few respondents said they had 
responsibilities for both UK and overseas exhibitions. Never­
theless, one or two useful comments were made. One executive 
of a company specialising in fashion products said that his 
company exhibited in Italy and France as well as in the UK. 
He said that he found the overseas events more international 
and France and Italy were particularly noted for their style. 
Therefore they attracted the most buyers. He saw this posi­
tion changing, however, and the UK shows improving dramatic­
ally. The same exhibitor also pointed out that there were 
financial advantages in exhibiting overseas and the support 
available through the BOTB often tipped the balance on 
deciding whether or not to exhibit abroad.
5.2.6. Frequency of Exhibiting
Companies used a wide diversity of exhibitions. For example, 
one company producing metallic balloons attends exhibitions 
ranging from Amusement Trades and Toys Fairs to Confex and 
Business to Business exhibitions; when over-printed, their 
product is both a toy and a promotional aid. Some companies 
exhibit at both public and trade exhibitions. Those with 
regional interests exhibited at both regional and national 
events. Not all exhibitions are held annually, therefore the 
pattern of participation may vary from year to year. 
Companies also vary their participation to suit the pace of 
new developments. Certain companies participate on average 
in only two or three exhibitions annually, while others 
participate on average in as many as 12 exhibitions a year. 
One major national company with diverse regional interests 
exhibited on average six times a month.
5.2.7. Evaluating the Benefits
Companies are very business-like over recording their 
inquiries. At the end of each exhibition day sales leads are
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evaluated, follow-up letters sent out and salesmen in the 
field alerted to contact potential new clients. If 
orders have been taken these are aggregated.
It is sometimes suggested that this process of evaluation and 
follow-up is often not as professional as it might be. Of 
the companies interviewed not one gave the impression of 
treating exhibitions lightly. They said they were hard work 
and expensive. Staff were carefully selected and often 
included very senior people. One construction company 
emphasised that their stand personnel were both qualified 
salesmen and engineers. Another said their staff were well- 
motivated and saw being on the stand as a privilege not a 
chore. They gave prizes for exhibition sales performance. 
Companies with group structures held post evaluation talks at 
group and headquarters’ level.
Measuring exhibition effectiveness is complex. Sales may not 
be achieved until after the date of the exhibition. Buying 
decisions may be influenced by other promotional factors. 
The purpose of an exhibition is not solely to create sales 
leads. Reinforcement of the company image, contact with 
existing clients and demonstration of new products and 
developments are all part of the process. It may be some 
time after the event before the effect on trade can be seen. 
Later sections analyse the problem in more detail.
5.2.8. Stand Design & Planning
Nearly all the companies said they worked on a lead-time of 
one year or less. In some cases the decision to exhibit was 
taken literally a few months, or even weeks, ahead. The 
larger organisations allowed a longer lead-time and in the 
main their stands are larger and more complex. Organisations 
with group structures are often involved in a variety of 
negotiations and may appoint an exhibition co-ordinator whose 
task is to ensure the corporate image is maintained. This 
person will negotiate with each group member budgets, stand 
size and design; the decision to participate in the exhibi­
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tion is likely to be a collective one. For this reason large 
companies may find it difficult to commit themselves to 
purchasing a particular size stand too far in advance. 
Furthermore, companies may not know until close to the event 
what new developments they have to display. The situation 
thus calls for a close liaison and understanding between the 
exhibition organiser and exhibitor.
A number of comments were made concerning stand design. One 
exhibitor pointed out the need for seating areas to meet and 
talk with clients. He believed many designers were layout 
artists not engineers. Hence stands were not always properly 
constructed. Another explained the need to have a stand 
designed to suit the product; he said, "The stand is a 
vehicle for displaying our products. It is not purely an 
artistic creation." Another company took the view that the 
stand should be visually exciting.
One exhibitor pointed out that the size and design of a stand 
needs to reflect the company's image. He said, "Our salesmen 
need to know that our stand is comparable to those of our 
competitors. This may mean spending more on the exhibition 
than we feel is warranted. In general, however, stands have 
decreased in size since the 50s and 60s."
5.2.9. Costs
It was pointed out that organisational arrangements can 
affect cost. Companies with offices close to the exhibition 
site avoid many of the costs associated with travel, freight 
and staff time. This is particularly true of companies 
exhibiting overseas. The next chapter looks further at 
exhibition costs and other important financial aspects of 
exhibitions.
5.3. Conclusion
To summarise, it was found that the companies interviewed 
were discerning and careful in their selection and use of 
exhibitions. They did not treat exhibitions lightly and
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found they were costly and hard work. In practice, exhibi­
tions are normally used as part of a concerted marketing 
campaign. They are particularly important for establishing a 
new market share, demonstrating products and new develop­
ments, creating sales leads and confirming arrangements with 
existing customers.
Notes: (1) The Exhibition Liaison Committee consists of the major
Trade Organisations and Government Departments con­
cerned with exhibitions in the UK,
References:
Archer W., (1984), 'The Relevance of Exhibitions in Industrial
Marketing', commissioned by Metal Box PLC, from Ealing 
College of Higher Education, (unpublished).
Lawson F.R. & Wilkie E., (1985), 'A Survey of Exhibitors' Attitudes 
towards UK Exhibitions', in association with the Exhibition 
Liaison Committee, University of Surrey, (unpublished).
44
6. ECONOMIC ASPECTS
Exhibitions are essentially commercial ventures. They involve 
different elements of cost and generate various economic 
benefits. To quantify these aspects is a complex matter. 
The information available is fragmented and incomplete. Data 
on expenditures and profits is often confidential. The 
following is a collation of the basic financial facts that 
are generally available on UK exhibitions. The information 
has been gleaned from a variety of sources. For clarity they 
are divided into different areas of concern.
6.1. Expenditure Relative to Other Forms of Marketing
The previous chapter states that exhibitions are regarded by 
exhibitors as an important part of marketing. Moreover, they 
are not alternatives to advertising, direct mail, point-of- 
sale or sales team activity. They are part of a sophisticated 
package of marketing. Furthermore, the monies spent on 
exhibiting cannot be easily compared with the monies spent on 
other forms of promotion. The costs involved in organising 
one exhibit are normally greater and more diverse than the 
costs involved in placing an advertisement. On the other 
hand, the latter is likely to occur more frequently. Thus 
each form of promotion operates differently and has its own 
specific purposes and costs.
A general picture of the monies spent by UK companies on the 
different forms of promotion is published by the Incorporated 
Society of British Advertisers (ISBA).
The statistics for 1985 show that the total advertising 
expenditure in the UK rose to a record figure of over £5,000 
million. Of this 27% was spent on television, 35% on 
national and regional newspapers, 9% on direct mail, 7% on 
exhibitions and 7% on trade and technical journals; lesser 
amounts were spent on advertising in other magazines, 
periodicals, directories and on radio.
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Table 6.1: Advertising Expenditure by British Companies
in the UK by Media, 1985
Media Spend (£ millions)
Television 1,376
Poster & Transport 164
Cinema 18
Radio 82
Exhibitions :
Trade & Public 192
Agricultural Shows 60
Private Exhibitions 102
Newspapers :
National 747
Regional 1,003
Journals:
Magazines & Periodicals 253
Trade & Technical 344
Directories (including Yellow Pages) 209
Direct Mail 455
Total 5,005
Source: ISBA & The Advertising Association, 1985.
The actual monies spent by British companies on trade, 
technical and consumer exhibitions in the UK in 1985 was £192 
million. Combined with expenditure on agricultural shows and 
private exhibitions this represents a total spending of over 
£350 million. Such expenditures include the cost of site 
rental, display and construction, but not that of representa­
tives' hotel expenses or entertainment.
6.2. Expenditure Trends
The ISBA report also states that there is an underlying trend 
which represents an overall growth in the total spend on 
exhibitions with the emphasis being on fewer and better
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events which are strategically located. In particular, there 
has been a swing towards the use of the larger exhibition 
centres. An opinion poll among ISBA members shows the out­
standing reason for more money being spent on exhibitions is 
a general increase in promotional activity. Over half of all 
companies gave this and new market/product developments as 
their main reasons. Set against this, traditionally accepted 
attitudes towards stand costs appear to be hardening. Costs 
of stand construction rose by only 25% between 1981 and 1985, 
whereas historically a growth nearer 40% would have been 
anticipated. It appears that many stand construction 
companies are absorbing substantial increases in labour costs 
rather than passing these directly on to their clients. 
There is also evidence of the growing use of modular stand 
construction and less use of designer stands. The size of 
individual stands is also thought to be decreasing.
Without the added benefit of on-going annual surveys of the 
type conducted by the University of Surrey on major UK 
exhibitions it is difficult to interpret trends more 
precisely. A major difficulty is that the calendar of 
exhibitions varies from year to year with certain events only 
being held at two-yearly or less frequent intervals. Cost 
data needs to be coupled with data about actual number and 
size of attendances. Nevertheless, there appears to be a 
growing optimism among exhibitors and those working in the 
industry of the potential for future growth. The number of 
respondents to the ISBA 1985 surveys who remain influenced by 
the good cost effectiveness of exhibitions remains high; 41% 
stated this as their main reason for exhibiting.
6.3. Exhibiting Costs
Exhibiting companies differ widely in their spending 
patterns. The survey of UK exhibitors conducted by the 
University of Surrey indicated that companies' spending 
varies with their size, the location of their markets and the 
diversity and range of products produced. Their attitudes 
towards marketing and their need to attract new buyers or
47
confirm their role in the market place also affects expendi­
tures. In addition, spending will vary from year to year 
depending on the range of exhibitions held and a company's 
need to demonstrate new developments.
Figure 6.1 lists the major items of expenditure. Unfortun­
ately, not all companies record these costs in detail. 
Policies may dictate that certain costs be allocated to 
alternative budgets. For example, staff costs in terms of 
salaries, travel, accommodation and catering may be absorbed 
wholly or partly under general company overheads or other 
marketing budgets. A further difficulty is that there is a 
certain degree of secretiveness over revealing costs. Some 
large companies are known to spend considerable sums on 
exhibiting. For example, costs approaching £140,000 were 
reported by one exhibitor to a 1983 UK exhibition. Other 
examples obtained through ad hoc inquiries reveal costs 
varying from between £1,800 to £34,000 among exhibitors to 
the 1984 World Travel Market and from £3,000 to £35,000 among 
exhibitors of IFE '85. On average these costs amount to 
variations of between £150-£440 per sq.m. including accommo­
dation and hospitality. They are only crude estimates based 
on small samples. Nevertheless, they accord quite well with 
data provided by Exhibition Surveys Ltd., which showed 
average costs incurred by medium to large companies in 1985 
ranging from £66 to £480 per sq.m. over 15 different shows.
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Figure 6.1: Costs of Exhibiting
Potential Cost Item
a. Space rental (sq.m.)
b. Shell scheme construction
c. Stand services, i.e.: Designers
Graphics
Electrics
Plumber
Compressed air
Florists
Cleaning
Security
Telephones
Catering
Furniture hire & carpeting
d. Transport: Freight forwarding & lifting
Customs
Storage
Car & lorry parking
e. Stand personel: Wages
Accommodation & subsistence 
Travel
Entertainment & hospitality 
Press advertising/publicity
h. Insurance
i. Equipment written off
j. Miscellaneous
The most comprehensive surveys of UK exhibiting costs are 
undertaken by ISBA. For reasons of confidentiality, however, 
the figures provided by individual companies are not 
revealed. Special surveys were therefore carried out by the 
University of Surrey using representative samples of exhibi­
tors and contractors. In total the study covered 105 stands, 
of which 84 provided full breakdowns and the remainder 
particulars of some costs. In his analysis of the data,
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Lawson F.R. (1985) pointed out that whilst the figures did 
not necessarily represent all exhibitions and exhibitor 
participations, they did provide a perspective of the situa­
tion in London and in comparison with other major UK venues. 
He divided costs into six main categories;
° Space rental
° Electricity and service charges
“ Stand design and construction
® Exhibit handling, transport and warehousing
“ Staffing expenses, accommodation and hospitality
° Specific promotions and associated costs
He pointed out that space rental charges varied between shows 
depending on such factors as hall hire charges, number of 
open days, length of build-up and breakdown periods, net 
stand space available, extent of promotion and services 
provided by the organiser, size and expected attendances, 
entrance charges, trade association concessions, sponsorships 
and other discounting arrangements. To summarise, Lawson 
showed that:
i) Prospectus selling rates for open space in trade shows 
generally ranged from £50-£100 sq.m. in 1984 with 
specialist shows in London falling into the range £75- 
£100 sq.m. Shell schemes providing a framed enclosure 
and basic stand services typically increased these 
costs by 10-15%.
ii) Charges for supplies, connections and engineering 
electricity services averaged about 4% of the overall 
costs of exhibiting.
iii) Stand design, construction, graphics, furniture and 
accessories normally represented the largest element 
of expenditure. For specially designed free space 
stand, the costs, calculated at 1984 prices, were 
mainly between £200-£300 per sq.m. Modular designs
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including adaptations of stands used elsewhere mostly 
incurred costs around £200 per sq.m.
iv) Exhibit handling, transport and storage costs were 
higher where large items of machinery and plant were 
involved. Distance and method of transport also 
affected costs. On average transportation and storage 
accounted for 4.3% of overall costs.
v) Staff accommodation and hospitality represented a 
significant part of the overall cost of exhibiting. 
In London these amounted to an average of 15.9% with 
most falling in the range 14-21%. On average exhibi­
tors used 13.9 room nights of hotel accommodation per 
show in London. Most exhibitors with small shell 
schemes in the range 12-20 sq.m. used 12 room nights, 
while exhibitions with larger open schemes used as 
many as 20-40 room nights. As a broad indicator, 0.6 
room nights of hotel use were generated on average for 
each sq.m. of net exhibition space sold. Table 6.2 
summarises the proportional expenditure on the 
different cost items.
Table 6.2: Proportional Spend by Exhibitors on Different Cost Items
Cost Item
' '
1. Rent of space plus services
2. Stand design, construction and handling
3. Staff hotel accommodation and hospitality
52.8
15.9
Total 100.0
Source: 'Exhibition Facilities in London - Providing for the Future',
Lawson F.R., (1985).
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6.4 Expenditure by Exhibitors and Visitors
6.4.1 Expenditure by Exhibitors
An analysis of the statistics for 1983 shows that the overall
expenditure by British companies on UK exhibitions was
estimated by ISBA to be £307 million. Table 6.3 shows the 
estimated amounts for different types of exhibition.
Table 6.3: Estimated Expenditure by British Companies on UK
Exhibitions, by Type of Exhibition, 1983.
Type of Exhibition £million
Trade, Technical, Consumer 153
Agricultural 59
Private Exhibitions 95
Total Estimated Expenditure 307
Notes; Figures exclude hotel expenses, hospitality and representa­
tive's costs.
Source: ISBA Exhibition Expenditure Survey, 1983.
Lawson estimated that a further £24.3 million should be added 
to this figure to cover additional hotel expenses, hospital­
ity and staffing costs and a further £7.6 million to cover 
the hospitality budgets associated with private exhibitions. 
In addition, he estimated expenditure by foreign exhibitors 
to UK exhibitions in 1983 was in the region of £23.6 million 
to £30.7 million. Thus he concluded that direct expenditure 
by British and foreign companies exhibiting in the UK was at 
least £362 million and probably nearer £370 million in 1983. 
As already stated, since that date expenditures have 
increased.
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6.4.2 Expenditure by Visitors
Data provided by the British Tourist Authority and through 
the International Passenger Survey (IPS) shows that an 
estimated 157,000 foreign visitors came to the UK in 1985 to 
attend UK trade shows or exhibitions. They spent in total an 
estimated £74 million. Table 6,4 shows the expenditures 
analysed by visitors' country of origin.
Table 6.4s Overseas Visitors to UK Exhibitions 1985
Visits Expenditure
Average spend 
per visit
'000 % £million £
Western Europe 117 74.5 40 341
North American 20 12.7 15 ) 777
Rest of World 20 12.7 20 )
Totals 157 — 74 (a) 471
Notes: (a) Total different due to rounding.
Source: International Passenger Survey 1985
Previous surveys have shown that foreign visitors to UK 
exhibitions spend on average more per visit (£338 in 1981) 
compared with other foreign business visitors (£314) and 
other foreign visitors in general (£258).
Expenditure by domestic visitors to UK exhibitions is more 
uncertain. Studies undertaken by the English Tourist Board 
(ETB) into the conference and exhibition industry in Brighton 
estimated that the average spend of British delegates was 
£133 per party in 1982; of which 50% was spent on hotel 
accommodation, 33% on catering, 14% on shopping, 3% on enter­
tainment. Lawson in producing his estimates of expenditure 
used lower averages as obtained through the British Home 
Tourism Survey 1983. He estimated direct expenditure by all
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visitors attending major UK exhibitions to be £164.5 million 
in 1983, of which spending by domestic visitors accounted for 
63%
Table 6.5: Estimated Expenditure of Visitors 
to Major UK Exhibitions, 1983.
Type of Visitor £ Millions
Foreign visitors 60.8
Trade visitors from UK 87.5
Public visitors from UK 6.2
Public day visitors 10.0
Total 164.5
Source: Exhibition Trends, 1984.
6.4.3 Overall Expenditure
Lawson estimated that direct expenditure on UK exhibitions in 
1983 was £526 million, of which expenditure by foreign 
exhibitors and visitors accounted for £84 million (16%). 
Table 6.6 shows these estimated expenditures analysed by each 
sector.
Table 6.6: Estimates of Direct Expenditure on UK Exhibitions, 1983
Expenditure Group £ Millions
Exhibitors 362
Visitors 164
Total 526
Source: Exhibition Trends, 1984.
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6.5 Income Benefits
Spending by exhibitors and visitors is seen in many ways as 
generating economic benefits. Spending by overseas partici­
pants to UK exhibitions creates invisible earnings. Income 
benefits are created through increased sales and production 
of services. Exports are enhanced and there are advantages 
in increased employment. These influences have effect both 
nationally and regionally. The next paragraph looks at the 
employment aspects of exhibitions. Regional and other 
economic impacts are discussed in Section 2.
6.6. Employment Benefits
It is difficult to quantify in precise terms the numbers of 
persons employed in the UK exhibition industry since the 
benefit is spread over many different services ranging from 
exhibition organisation, technical support, venue management, 
hotels, catering and other local contracted industries. The 
ETB study on Tourism in Brighton estimated that nearly 10 
jobs are created for every £100,000 spent by business 
visitors. Lawson calculated a provisional estimate of the 
number of full-time and equivalent part-time jobs created by 
exhibitions in the UK to be in the order of 16,000.
Table 6.7: Estimated Full-time Equivalent Jobs Created
by UK Exhibitions
Service area Full-time equivalent posts
Major exhibition venues 3,300
Exhibition organisation 700
Technical support, i.e. design, transportation 4,200
Hotels (a) 6,600
Other local services, i.e. restaurants, shops 1,200
Total 16,000
Note: (a) Based on bed nights generated,
Source; Exhibition Trends, 1984.
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The above does not include secondary or indirect employment 
created in supplying or manufacturing basic goods and 
products used by the above service organisations. Nor does it 
include employment in construction work in building or 
refurbishing halls.
6.7. Conclus ion
Exhibitions are essentially commercial ventures. They give 
rise to a number of different economic concerns. The size 
and complexity of those concerns will vary considerably with 
the type and size of operation. For example, it has been 
shown that the cost of exhibiting varies from one type of 
exhibit to another. Furthermore, the incomes and employment 
benefits generated by UK exhibitions are significant. These 
benefits are seen to be increasing as improved facilities 
become available. For the reasons described in Section 2 it 
is not possible to record in the figures the benefits arising 
from increased sales or export orders. Such outcomes are 
confounded by the influence of other media effects. Neverthe­
less, the unique role and importance of exhibitions as a 
marketing strategy is apparent.
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PART II INTERNATIONAL ASPECTS
- EUROPEAN EXHIBITIONS
- AMERICAN EXHIBITIONS
- INTERNATIONAL TRENDS
7. EUROPEAN EXHIBITIONS
This chapter describes the major sources of data on European 
exhibitions and their characteristics in comparison with 
major UK events.
7.1. Sources of Data
The main sources of data on European exhibitions are;
° Statistical Surveys 
° Project Research
In addition, a wide variety of articles exist.
7.1.1. Statistical Surveys
Statistics of major exhibitions held in Europe are published 
by the Union des Foires Internationales (UFI). In 1986, 310
European exhibitions were recorded. They included represen­
tations by all the major European countries.
Of the various national organisations producing statistical 
information on exhibitions, the most notable are the German 
organisations F KM and AU MA. Interpreted FKM stands for the 
Society for the Voluntary Control of Fair and Exhibition 
Statistics. This organisation was set up in 1965 with the 
aim of providing clarity and accuracy on exhibition informa­
tion. It publishes comprehensive statistical information on 
all major German events. Working closely with FKM is AU MA, 
the central West German organisation for the promotion of 
trade fairs and exhibitions around the world. Supported both 
by Federal Government and industry, AU MA investigates fairs 
and exhibitions suitable for German participation, assists 
with these participations and informs German firms and insti­
tutions about trade fairs and exhibitions worldwide.
FKM's comparable organisation in France is the specialised 
Statistical Audit Bureau (OJS). This organisation publishes 
annually statistical data on over 200 major French exhibi­
tions .
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Information is also available to a lesser extent through UFI 
on fairs and exhibitions held in other Continental European 
countries principally Holland, Belgium, Spain, Portugal and 
Italy.
In addition there are many lists and calendars available on 
European exhibitions which give limited factual information 
about future planned events. These are published by individ­
ual venues and on a wider scale by several major airlines. 
The information is normally limited to dates, locations, 
exhibition titles, names and addresses of organisers.
7.1.2. Project Research
More detailed research has been applied in a major European 
study undertaken by Huynen J.M.H. (1973). This gave a 
detailed account of the historical background to European 
trade fairs and exhibitions. In addition, Huynen looked at 
the effects of external environmental influences on the 
industry at the macro-level. In particular, he looked at the 
effects on European exhibitions of major legislative changes, 
market trends and economic developments such as the formation 
of the European Economic Council (EEC). He analysed the 
effect of exhibitions as a marketing instrument and made 
comparisons with other forms of marketing. He also looked at 
aspects of cost-efficiency and problems of quantifying 
exhibition results. A short attitudinal study on partici­
pants to a Netherlands trade fair was included.
7.2. General Characteristics
The following paragraphs describe the characteristics of 
exhibitions held in the major Continental European countries. 
Of these West Germany and France predominate and provide the 
most comprehensive data. The information is derived from 
'Exhibition Trends, 1984' by Lawson F.R., (1985).
7.2.1. Exhibitions in West Germany
Of the 160 fairs and exhibitions recorded by FKM in 1983 only 
8 were less than 2,000 sq.m. net. Most were very large: 63
were over 20,000 sq.m. net and 7 were over 100,000 sq.m. the 
Hanover Fair, the largest multibranch fair in the world, was
400.000 sq.m. net of which 262,000 sq.m. was indoor space. 
In aggregate, some 4,354 million sq.m. of rented exhibition 
stand space was used in 1983 and just under 12 million 
visitors including 502,500 (4.3%) from overseas were attrac­
ted. The total numbers of direct exhibitors was nearly
98.000 of which over 29,800 (30.6%) were from overseas.
Thus German exhibitions are on average much larger than UK 
exhibitions and more highly attended. This is due partly to 
the fact that most specialist trade exhibitions in Germany 
are internationally orientated and attract a high proportion 
of foreign exhibitors and visitors. For example, 58 of the 
major exhibitions held in 1983 were recognised as inter­
national events by the Union des Foires Internationales 
(UFI).
Location-wise the exhibition industry in West Germany is 
distributed throughout the Republic with the majority of 
large events being organised in 11 major centres, 5 of which 
provide over 100,000 sq.m, of covered hall space.
7.2.2. Exhibitions in France
In 1983 there were 214 commercial fairs and exhibitions 
recorded as being held in France for which details of size 
were available from the specialised French Statistical Audit 
Bureau (OJS). Of these exhibitions 204 were over 2,000 sq.m. 
net; 38 fairs and 28 specialised exhibitions were over
20.000 sq.m. net and 3 of the largest in Paris were approxi­
mately 100,000 sq.m. net.
Fairs and exhibitions in excess of 1,000 sq.m. net held in 
1983 used a total of 4.036 million sq.m. of rented space of 
which 2.565 million sq.m. was under cover. They attracted
59
just under 14 million visitors, including 472,000 (3.4%) from 
overseas.
In France most large specialist exhibitions are concentrated 
in Paris. Of the 100 specialist exhibitions reported in 
1983, 74 were held in Paris. They included all of the
largest events. Paris not only provides the tourist attrac­
tions of a major European city, but is also the principal 
world venue for international association meetings and other 
conferences, many of which are accompanied by exhibitions. 
As a direct result of exhibitions, it is calculated that 
Paris attracted over 462,000 international tourists in 1983.
7.2.3. Exhibitions in the Benelux Countries
In this region major exhibitions attracting international 
interest are concentrated into five main centres. They are 
Amsterdam, Brussels, Luxembourg, Utrecht and Ghent. Statis­
tics compiled by the Federation of Fairs and Trade Shows of 
Benelux show a total of 46 major exhibitions held in 1983 in 
these locations. In summary, these exhibitions used overall 
745,800 sq.m. net indoor space and attracted 12,157 exhibi­
tors of which 2,145 (17.6%) were from overseas. Most of the 
exhibitions were large, only 1 was under 2,000 sq.m. net 
space and 15 were over 20,000 sq.m. net. Statistics of 
attendances were available for 31 events. These showed totals 
of just over 3.5 million visitors recorded of which 38,000 
were foreign visitors. Of the largest exhibitions 32 are 
recognised by UFI as international fairs.
7.2.4. Exhibitions in Spain and Portugal
The main centres for exhibitions in Spain are Barcelona and 
Valencia. In Portugal about one-third of the main exhibi­
tions are held in Lisbon,
Based on the data provided by the Control Vuntario de Datos 
de Feriasy Salones de Espana y Portugal there were 64 major 
exhibitions held in these countries in 1982.
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In aggregate 785,500 sq.m. of covered exhibition space was 
rented by 14,500 direct exhibitors, including 563 from other 
countries. The numbers of visitors attending these 64 exhi­
bitions was 3.571 million; almost 35,000 foreign visitors 
were recorded.
Of the largest fairs 16 are registered by UFI as being of 
international importance.
7.2.5. Exhibitions in Italy
Some 133 major exhibitions of international interest were 
held in Italy in 1983. The major centres are Milan, Bari, 
Bologna, Genoa, Turin and Verona. By far the largest and 
most popular is Milan.
Nearly 5 million visitors were attracted to the 75 special­
ised fairs and exhibitions and 300 congresses and conventions 
held at the Milan Fair and Exhibition Centre. The fair 
authorities. Ente Fiera di Milano, estimated the value of 
fairs and congresses to the city at over £5 million in 1984.
The largest multi-branch event is the Fiera Campionaria held 
over 10 days in April. It includes some 7,200 stands and 
attracts 2.0 million visitors.
The Milan Fair Centre, situated in the centre of Milan, 
provides some 600,000 sq.m. of covered space in 43 halls.
A summary of the size and basic characteristics of 
exhibitions held in the main European countries and principal 
venues is given in Tables 7.1 and 7.2. Statistics for the UK 
are included for comparison.
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Table 7.1: Size Distribution of European Exhibitions held at
Principal Venues, 1983 (Number of events)
Net size ( sq.m. ) (b)
Principal Less than 5,000- 10,000- 30,000- 50,000 Total
venues (a) 5,000 9,999 29, 999 49 ,999 & over exbtns
West Germany
Berlin 4 - 3 3 - 10
Düsseldorf - - 3 2 3 8
Frankfurt - 1 3 4 3 11
Hanover 3 - 3 - 2 8
Cologne - 2 4 5 4 15
Munich 2 1 4 4 4 15
France
Paris 14 16 29 10 7 76
Benelux
Amsterdam 2 — 6 2 - 10
Brussels 4 3 3 3 3 16
Utrecht 2 5 6 2 - 15
Spain
Barcelona 2 1 2 1 5 11
Valencia - 1 2 1 4 8
United Kingdom
Earls Court,
London 6 1 9 - - 16
Olympia, London 6 5 3 — - 14
NEC, Birmingham 8 5 7 1 2 23
Notes: (a) Only main venues are listed.
(b) Includes only exhibitions for which data available,
Source: Exhibition Trends, 1984.
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Table 7-2: Profiles of Specialist Exhibitions
Held in Europe, 1983 (a)
Country/
Region
Total
exbtns
recorded
Net 
covered 
stand 
space 
(sq.m. )
Exhibitors 
Total Foreign %
Visitors 
Total Foreign %
W. Germany 126 2,422,900 83,600 28,890 34.5 7,690,000 502,000 6.5
France 110 1,729,000 47,450 11,300 23.8 6,063,000 437,700 7.2
Benelux 46(b) 745,800 12,157 2,145 17.6 3,516,000 38,000 1.1
Spain &
Portugal 64(b) 785,500 14,500 563 3.9 3,571,000 35,000 1.0
UK 221(c) 1,313,800 42,500 3,711 8.7 5,180,000 130,000 2.5(d)
Notes: (a) Based on statistics supplied by national organisations
and excluding exhibitions of less than 1,000 sq.m., 
general multibranch exhibitions and exhibitions not 
recorded in detail.
(b) Exhibitions in Benelux, Spain, Portugal include major 
consumer fairs.
(c) Most unrecorded UK exhibitions are relatively small in 
size. Outdoor and agricultural exhibitions are 
excluded.
(d) The IPS figure denoted a total of 94,000 foreign 
visitors.
Source: Exhibition Trends, 1984.
7.3. Exhibition Comparisons
There are considerable differences between major exhibitions 
held in Europe and those held in the UK. In his comprehen­
sive study of Exhibition Trends, Lawson concluded that on 
average UK events were smaller and had less international 
impact than comparable events held on the Continent. In
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particular, West German exhibitions attracted almost 8 times 
more foreign exhibitors and 5 times more foreign visitors. 
In France exhibitions attracted 3-4 times as many foreign 
participants.
Lawson suggested that these differences might be due in part 
to the locational advantages of the main venues in mainland 
Europe which allowed for direct road and rail access from 
neighbouring countries. He also suggested, however, that 
other factors might play a part, not least of which were the 
differences between the countries in the way exhibitions were 
organised and supported by the authorities concerned. For 
example in Britain the exhibition industry is still largely 
entrepreneurial with much of the risk being taken by the 
private sector. In addition, the operation of venues and 
other contractual services is generally separate from exhibi­
tion organisation and management. This leads to greater 
fragmentation and potentially less co-ordination and support 
in effecting joint promotions. Undoubtedly, major exhibitions 
involve considerable financial risk which can only be borne 
by substantially secure organisations. In West Germany, for 
example, 80% of events held in 1983 at major venues were 
organised by the hall managers represented through the FKM.
Another possible explanation for differences between UK and 
European exhibitions lies in the fact that British companies 
spend only 7% of their advertising budget on UK exhibitions; 
therefore the market demand for exhibitions may itself be a 
constraining factor.
One strongly held view is that the public authorities in the 
UK have to a large extent been indifferent to the needs of UK 
exhibitions compared with the situation on the Continent. 
This has resulted in an under-capitalisation and lack of 
public investment in the past in new large-scale facilities 
in the UK. In his report on the workings of the British 
Overseas Trade Board, Gibson P. (1982) implies that the
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encouragement of the use of overseas events may have contri­
buted to a depression in the demand for UK exhibitions.
This situation in the UK is now seen to be changing. In 
recent years several major exhibition organisations have 
merged with the effect that major events can more feasibly be 
operated and maintained. In addition, a number of new and 
highly sophisticated exhibition venues have opened or are 
being built funded by joint public-private ventures. Most 
major exhibition venues now also operate their own exhibition 
organising departments and offer a co-ordinated and compre­
hensive service. Considerable discussions have taken place 
between the major UK exhibition organisations and the 
Government with a view to improving the export potential of 
UK exhibitions and providing a stronger industry base. The 
effect of these developments on the growth of UK exhibitions 
is an important aspect for future interest and monitoring.
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8. AMERICAN EXHIBITIONS
8.0. Introduction
Statistics of American exhibitions are published by various 
organisations. In particular, factual data is provided in 
the 'Exhibits Schedule' published by the Research Department 
of Successful Meetings, New York. American exhibitions are 
also listed in the publication 'Tradeshow Week'.
Important differences exist between exhibitions held in the 
USA and those held in Europe. American exhibitions are often 
less sophisticated in design than European events. Expensive 
shell schemes are replaced by drapes and simple furnishings. 
Also, because of the sheer size and location of the country, 
most American exhibitions are directed at the domestic 
market. Of a sample of 3,000 exhibitions listed by 'Success­
ful Meetings' for 1987-88, only 8% were classed as being of 
international status. As a result the costs of travel, 
freight and other exhibition services may be significantly 
less than those experienced by exhibitors to European events.
Despite these variations, it is useful to summarise the main 
American studies since problems of exhibition evaluation are 
common to both regions. Furthermore, it is interesting to 
note that American businessmen appear to have very positive 
attitudes towards exhibitions as a marketing medium and their 
role within the marketing mix. It is perhaps for this reason 
that considerable emphasis has been placed on exhibition 
research in the USA and a number of comprehensive surveys 
have been undertaken covering a wide range of events. These 
surveys provide factual marketing data for comparison with 
other media. Attempts have also been made to construct 
econometric models for forecasting trends in the growth of 
American exhibitions.
To date the main American exhibition studies have been under­
taken by the Trade Show Bureau (TSB). This organisation acts 
for the trade show and exposition industry in the USA. It
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seeks to promote an understanding of the value of trade shows 
to US marketing management. Established in 1978, the TSB has 
published over 30 research reports. These are concerned 
mainly with examining aspects of exhibitor and visitor parti­
cipation. In the main simple empirical methods of analysis 
have been used. The following sections describe some of the 
major characteristics of American exhibitions and the 
findings of the more recent and relevant exhibitions studies.
1. General Characteristics
Exhibits Schedule 1987 gives details of some 5,000 exhibi­
tions held in the USA during the year. The locations having 
the greatest preponderance of events are listed in Table 8,1.
Table 8.1: American Locations with substantial
numbers of Exhibitions booked for 1987
Location No. of events
Chicago 178
Atlanta 154
Dallas 136
New York City 130
New Orleans 126
Washington 110
Indianapolis 106
Las Vegas 106
Boston 102
San Francisco 98
Los Angeles 89
Orlando 77
San Antonio 77
Anaheim 76
St. Louis 71
Philadelphia 71
San Diego 65
Denver 61
Source: 'Exhibits Schedule' Successful Meetings, 1987.
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Analysis of a sample of some 3,000 events showed that most 
American exhibitions are directed towards national or smaller 
regional markets and the size of events varies considerably. 
Of a sample of 240 international exhibitions, 68% attracted 
less than 5,000 attendances, 16% had between 5,000-10,000, 
13% between 10,000-50,000 and 3% had over 50,000 visitors. 
In terras of number of booths occupied 42% recorded less than 
100 booths booked. The largest international event recorded 
in the sample was Offshore Technology to be held at the 
Houston Astrodome with 5,200 booths and an estimated 100,400 
attendances. Some national and regional events are even 
larger.
8.2 Research Findings
8.2.1. Impact on Sales
At least five different surveys were conducted between 1978 
and 1985 by the Trade Show Bureau (TSB) in order to examine 
the influence exhibitions have on sales. The surveys related 
to four different industrial trade exhibitions. Between 67- 
73% of respondents indicated that their purchasing decision 
had been influenced by their exhibition experience. Further­
more, 63-78% respondents made one or more purchase within 
twelve months after each exhibition and this proportion 
increased to around 80% after two years,
A series of 28 surveys conducted between 1983 and 1984, of 
which 13 related to regional exhibitions and 15 national 
exhibitions, showed that on average 92% of visitors to 
regional exhibitions and 84% to national exhibitions had not 
been visited by a sales person within the previous year.
8.2.2. Visitor Aspects
Visitors to 14 regional exhibitions and 16 national 
exhibitions were asked why they attended trade shows. Their 
responses are shown in Table 8.2.
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Table 8.2: Why Visitors Attend American Trade Shows
Reasons for attendance Regional shows
%
National shows (a) 
%
1. To see new products &
developments 52 56
2. General interest 10 8
3. To see specific products or
companies 23 11
4. To attend technical/educational
sessions 6 15
5. To obtain technical or product
information 13 10
6. Other reasons 18 33
Base Numbers 14 16
Note: (a) Averaged over all shows. More than one reason could
be given.
Source: Trade Show Bureau, Research Report 21.
It was found that national show attendees spent on average 8 
hours viewing exhibits compared with 4-6 hours for regional 
show attendees. The average time spent at each exhibit was 21 
minutes and 17 minutes respectively. These findings were 
based on the collated results of 57 surveys conducted on 
exhibitions held in 1983 and 1984 (see Trade Show Bureau 
Report, May 1984).
The same surveys looked at the job function of visitors and 
their net buying influence. It was found 80% of regional 
show attendees and 84% of national show attendees had an 
influence on buying decisions for the types of products 
exhibited.
8.2.3. Exhibitor Aspects
Faria A.J. and Dickson J.R. (1984) examined the criteria that 
exhibitors consider most important when evaluating 
participation in a trade show. They conducted surveys among
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exhibitors to 42 different trade shows. Their results showed 
that the five most important criteria were the:
° Proportion of decision-makers among visitors
° Proportion of visitors who were in the target market
° Numbers visiting the exhibition
° Extent of promotion by the show organisers
° Position of their stand at the exhibition
Bonoma T.V., (1983), in his research went a stage further and 
divided reasons for exhibiting into selling and non-selling 
factors. The former refers to the need to increase sales 
contacts and the latter to the need to maintain sales and the 
existing company image, Bonoma maintains that measures of 
effectiveness must be based on a knowledge of these prior 
needs.
Table 8,3s Reasons for Exhibitor Participations in 
American Exhibitions
Primary reason for Surveys conducted
participation in: 1978 
%
1982
%
1. To generate leads/inquiries 83 87
2. To introduce a new product/service 60 61
3. Because our competitors were exhibiting 20 28
4. To recruit dealers, distributors, wholesalers 26 20
5. To support sponsoring association 15 12
6. To obtain immediate orders 11 11
7. To maintain seniority in selecting space 7 9
8. To maintain company image/exposure 5 7
9. To recruit sales personel/representatives 5 6
10. Other reasons 3 2
11. Undefined/no answer 2 under 1%
Note: More than one reason could be given.
Sources Trade Show Bureau, Research Report 19.
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Other surveys commissioned by the TSB in 1983 listed nine 
reasons for exhibiting. These are shown in Table 8.3. The 
most important were the need to generate sales leads and 
introduce new products or services. Furthermore, the methods 
used to evaluate the effectiveness of exhibitions are 
described in Table 8.4. The number of sales leads recorded 
and the sales ultimately made were shown to be the major 
evaluative measures used.
Table 8.4s Methods Used to Evalaute Effectiveness of Exhibits
Method of measurement Survey conducted 
in: 1978 1982 
% %
1. Report number of leads produced 71 72
2. Track show lead to ultimate sales 46 54
3. Obtain occasional feedback from sales dept. 32 29
4. Complete cost per lead 13 14
5. Record amount of literature distributed 10 10
6. Use outside research services 7 3
7. Other methods 4 2
8. Do not attempt to measure effectiveness 13 8
Notes More than one measure could be recorded.
Source; Trade Show Bureau, Research Report 19.
Exhibitors were also asked about the type of information they 
needed in order to improve their effectiveness at trade 
shows. Information about visitor characteristics was con­
sidered to be most important. Advice on improving exhibiting 
techniques and cost effectiveness factors ranked second and 
third.
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Table 8.5: Information Needed to Improve Effectiveness of
Trade Show Participation
Types of helpful 
information
Surveys 
in: 1978 
%
conduc ted 
1982 
%
1.
2.
Show audience quality characteristics 
Exhibition audience attendance and
45 50
demographic statistics (a) 19 34
3. Techniques for improving exhibit performance 34 33
4. Cost-effectiveness factors 29 29
5. Case histories documenting show justification 27 24
6. Case histories on effective exhibits 28 23
7. Booth staffing & training techniques 21 23
8. Exhibit design techniques 21 18
9. Trade show industry size 18 17
10. Factors bearing on exhibit design 18 16
11. Advertising agency participation 4 2
12. Other types of information 2 1
Notes: (a) Listed as 'Exhibition Audits' in 1979.
Source: Trade Show Bureau, Research Report 19.
8.2.4. Economic Aspects
One of the most interesting and utilised research findings in 
support of exhibition participation is the comparison between 
the cost of sales calls and the average exhibit cost per 
visitor. Figure 8.1. shows that the average cost of an 
industrial sales call was estimated at just over twice that 
of the average cost of a sales contact at an exhibition in
1985.
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Figure 8.1: Average Exhibit Cost-Per-Visitor Compared with
Average cost of an Industrial Sales Call (1969-1985)
Average Exhibit Cost Per Visitor Reached (Total Costs)*
Average Exhibit Cost Per Visitor Reached (Direct Costs Only)*
m  Average Cost for industrial Sales Call
1984 1 9 8 5 A V
Notes: (a) Based on 131 exhibits at 41 different trade shows and
exhibitions held in 1985.
(b) A qualified prospect at an exhibition was defined as a
person who had an interest in a product on exhibit, 
who stopped at a booth for information of literature 
leaving his name and address in the process and who 
remembered visiting that exhibition 8-10 weeks later.
Source: Trade Show Bureau, Research Report on 'Cost Analysis', July
1986.
8.2.5 An Econometric Model
A more complex research study aimed at constructing an Econo­
metric Analysis of the Trade Show Industry was proposed in 
1981 by the Trade Show Bureau and a preliminary report 
produced. The intention was to develop a model in multiple 
stages with each stage making its own unique contribution to 
the growing foundation of research knowledge. A first stage 
model was developed by Data Resources Inc. (DRI), one of the 
world's most respected economic consultants. It was based on 
DRI's US Macro Economic Model already used in the analysis 
and forecasts of more than 600 corporations, financial insti-
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tutions and public agencies. The new model was designed to 
forecast trade show attendance and exhibit space sales 
between 1980 to 1990. To construct the model information was 
obtained from 22 different industrial, technical, scientific 
and medical exhibitions. These exhibitions were followed up 
over a 12-year period between 1968-1980 and their patterns of 
growth observed. The effects of macro economic forces such 
as the two periods of economic recession in the 1970s on 
exhibition sales and trends in US trade fairs were observed. 
From the DRI's existing model exhibition sales were then 
forecast as a function of macro economic activity and growth. 
In brief, the new model took into account three broad areas 
of economic activity and growth: (1) Non financial corporate
profits expressed in 1972 US$, (2) Energy price increases 
relative to wholesale price increases, and (3) Changes in 
the level of real GNP. Exhibition attendances were forecast 
as a function of exhibition sales lagged by one year.
This attempt by DRI to construct and refine a complex macro 
economic model for predicting trends in trade shows was 
curtailed by the lack of comprehensive data specific to the 
trade show industry. Greater information was needed about 
the impacts of trade shows on co-ordinating and supporting 
industries. It was pointed out that the development of a 
soundly based trade show model would enable those in the 
trade show and related service industries to better plan for 
future expansion or cut-backs. Predictions about the future 
size of the exhibition industry could also assist in the 
evaluation of economic impacts and benefits that might accrue 
from exhibitions in future years. These matters have 
important implications for the development, or non­
development, of new infrastructures.
8.3. Conclusion
American exhibitions differ in many ways from European 
events. They are often less sophisticated in design and 
orientated towards a large domestic market. Considerable 
research into American exhibitions has been carried out
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particularly by the Trade Show Bureau. Although the results 
relate specifically to American events, they confirm the 
findings of European studies and broaden the extent of 
existing knowledge.
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9. INTERNATIONAL TRENDS
9.1. Sources of Information
The major centralised source of information on International 
Exhibitions is the Union des Foires International (UFl). 
Based in Paris the organisation has in its membership some 
137 organisers of trade fairs and exhibitions representing 
over 50 countries. It publishes annually details of some 350 
international events of which 80% are specialised exhibitions 
and 20% are multi-branch or general fairs.
UFI is a non-political, non-profit making organisation whose 
objectives are to study the problems concerning the organisa­
tion and efficient methods for developing trade fairs and 
exhibitions organised by its members. It renders a valuable 
service through its exchange of information about the latest 
developments in the trade fair business and in the advisory 
and technical assistance it provides to new exhibition 
companies in the developing and threshold countries of the 
world.
UFI is a corresponding member of UNO and UNIDO with advisory 
status. It has liaison with UNCTAD-GÂTT (United Nations 
Commission for Trade and Development; General Agreement on 
Tariffs and Trade) and other international organisations 
connected with fair activities and international trade such 
as the EEC, CMEA as well as with national exhibition associa­
tions. It therefore acts as a central point around which 
leading fairs and exhibitions in all parts of the world can 
unite for greater development and strength.
Additional data on international exhibitions is also avail­
able through the statistics collated and disseminated by 
various national organisations and governments and which are 
published by some major airlines. These sources vary 
considerably in scope and depth. A recent publication 
entitled 'Trade Shows & Professional Exhibits Directory', by 
Elster R.J. (1986), details 2,100 forthcoming exhibitions
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worldwide by title, attendances, size, sponsorship, price, 
dates and locations.
9.2. Pattern of Growth
An interesting and valuable article on future trends in the 
international exhibition industry was presented by the Vice- 
President of UFI, Bertolotti I.C.G. in 1985. Although now 
over two years old it still in many ways is relevant and 
bears out many of the views expressed by respondents to the 
University of Surrey surveys on future exhibition needs.
In his article, Bertolotti hypothesises that between 1985- 
2000 there will be a 90% change or complete renewal in the 
world as we know it today because of innovation, especially 
in the areas of technology and economics. Against this he 
suggests the older more traditional industries are concentra­
ting and consolidating their activities in response to an 
ever-increasing slowdown in industrial growth. The effect is 
that less space is required by these established industries 
at exhibitions to present their products, although more space 
is being offered owing to the proliferation of exhibitions 
and the expansion in new venue facilities. In short, 
Bertolotti suggests that;
i) The industrial revolution has shifted drastically 
towards the Third World with many East Asian countries 
having annual substantial growth rates.
ii) In contrast, Europe is faced with partial de­
industrialisation and finds itself momentarily being 
transformed into a more service-orientated society.
For its survival, Bertolotti suggests that the international 
exhibition industry must respond to these changes in a number 
of ways. He points out that the exhibition economy is now 
forced to react quickly to situations of rising new demands 
coupled with creative marketing. He proposes that trade fair 
organisations in Europe, North America and Japan locate some
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of their highly specialised events in the increasingly indus­
trialised parts of the world. He suggests exhibitions 
continuing to be held in Europe, USA and Japan should adjust 
to the demands of a society and an economy that is increas­
ingly being moulded by the presence of service enterprise. 
He suggests that topics such as information technology and 
communications will only attract attention if they are 
presented using sophisticated and costly techniques. In 
practice, only few organisations can meet such requirements 
and provide the necessary financial investment. Thus, most 
future growth will lie in the development of highly special­
ised exhibitions coupled with conferences and in exhibitions 
of regional or national significance.
This view is supported by Krakoff R. (1983) who sees market 
maturation and increased competition reshaping the tradition­
al trade show format. In particular, he sees a 'verticalisa- 
tion' or break-up of large market place shows to more 
specialised events and a continuation of regionalised and 
rotating shows. The latter Krakoff states enable exhibitions 
to target on audiences at specific locations and at varying 
appropriate intervals. This can, in certain circumstances, 
produce better opportunities than one large centralised 
national show.
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SECTION 2 MEASURING THE COST-BENEFITS OF EXHIBITIONS
0. INTRODUCTION
In this section the evaluative aspects of exhibitions are 
investigated more closely. The role and inter-relationship 
between the different participating groups are described in 
relation to their financial commitments and perce ived 
benefits. The problems of quantification and measurement of 
exhibition results are discussed. Current methods of approach 
to exhibition evaluation are presented and extended. The aim 
is to propose new research ideas and concepts which will 
facilitate marketing decisions and inter-exhibition compari­
sons .
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PART III TECHNICAL ASPECTS
THE DIFFERENT ORGANISATIONAL INTERESTS 
QUANTIFYING THE RESULTS 
CURRENT METHODS OF APPROACH
10. THE DIFFERENT ORGANISATIONAL INTERESTS
Exhibitions depend on the input of a number of different 
organisations and groups of individuals. For simplicity of 
presentation and analysis they are divided into: Primary and
Secondary. The first are those who have an immediate part to 
play in creating or enabling exhibitions to take place. The 
second are those who support the industry through the provi­
sion of the many necessary services and facilities required 
to make exhibitions effective. The groups are defined as 
follows. All are important and essential.
I Primary Groups - Exhibition Visitors
Exhibitors
Exhibition Organisers
II Secondary Groups - Technical Sub-Contractors
Exhibition Venues
Other Local and Government Services
The following sections describe the role of the different 
groups, their inter-relationships and financial commitments 
to exhibitions. The intention is to provide an overview of 
the situation as it relates to the exhibition industry in the 
United Kingdom. From the interpretations more detailed 
analyses follow, particularly in relation to the cost- 
benefits of exhibitions as perceived by the different groups.
10.1. Primary Groups: Exhibition Visitors, Exhibitors and
Organisers
10.1.1. Exhibition Visitors
Exhibitors and visitors are the life-blood of the exhibition 
industry. Without them no exhibition would take place. The 
purpose of any exhibition is the pursuit of trade. It is a 
forum for buyers and sellers to meet. More precisely, exhi­
bition visitors, or buyers as they are often called (1), 
attend exhibitions principally to meet companies and assess 
their products. They spend money on travelling to the 
exhibition and on local services including hotels, 
restaurants and shops. Figure 10.1 describes the main
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reasons for attendance and the cost items involved. Specific 
reasons will vary with individual interests. The majority of 
attendees, however, are particularly interested in seeing new 
products or developments.
Figure 10.1: Model Showing Main Reasons Why Exhibition Visitors
Attend Exhibitions and the Costs Involved
Main reasons for attendance (a) Costs involved
i To see new products & developments a. Travel
ii To see specific products or b. Hotel
companies accommodation
iii To obtain technical or c. Catering
product information
iv To exchange views d. Entrance fees
(if any)
V General interest in subject area e. Executive
time
vi To make business contacts
vii To place orders
viii To attend technical sessions (b)
: (a) Those who attend exhibitions for social or non­
professional reasons were found to be in the minority.
(b) Excluded in further analyses because of the correla­
tion with interests immediately extraneous to the
exhibition.
Notes
Source; See Appendix D.5 for detailed analysis and reference material 
used.
10.1.2. Exhibitors
In short, exhibitors are the trading companies (2) who rent 
space at the exhibition normally through an exhibition 
organiser. This space may be offered in the form of an 
optional package quoting rental charges for space only or 
space with shell scheme construction and basic services such 
as electrics and fascia boards for displaying company names 
and logos. In addition to spending money on space rentals 
and stand construction, which may be considerable and involve 
the services of many sub-contractors, exhibitors may spend
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money on transportation, promotion, equipment, insurance, 
hospitality, salaries, hotels and catering for stand 
personnel and support staff. Figure 10.2 is a conceptual 
model showing the main reasons for exhibiting and the costs 
involved. Specific reasons will vary with individual company 
interests. The major reasons, however, are to introduce new 
products and developments and create new sales leads.
Figure 10.2: Model Showing Main Reasons for Exhibiting and
Costs Involved
Main reasons for exhibiting Costs involved
i Develop new sales contacts a. Stand rental
ii Introduce & demonstrate new & b . Stand construction
existing products & services c. Stand services:
iii Meet existing clients designers, graphics.
iv Obtain direct sales & orders electrics, plumbing.
V Research market problems compressed air.
vi Recruit dealers, agents. florists, cleaning.
distributors etc. security, telephones.
vii Maintain company image & catering, furnishings.
exposure etc.
viii Because of, or in order to view, d. Transport :
the competition freight, customs.
storage, car parking
e. Stand Personnel:
wages, accommodation.
travel, subsistence
f. Entertainment &
hospitality
g* Press publicity &
advertising
h. Insurance
i. Equipment written off -
technical or otherwise
j- Co-ordinator time
Source: See Appendix D.6 for detailed analysis and reference material 
used.
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Important hypotheses concerning the theory of exhibitions and 
the reasons for participation were tested by Huynen J.M.H. 
(1973). He investigated the marketing functions of exhibi­
tions and drew conclusions about their wider value and 
purposes over and above the function of creating new sales 
leads. His theories have been supported by others including 
Bonoma T.V. (1983), who drew distinction between the selling 
and non-selling functions of exhibitions. Huynen's work is, 
undoubtedly, the most explicit and led to important consid­
erations regarding exhibition evaluation and measurement of 
performance. It is referred to again, more appropriately, in 
Chapter 11.
10.1.3. Exhibition Organisers
In practice the bulk of all exhibition services are paid for 
either directly or indirectly by the exhibitors. Certain 
costs, however, must be pre-financed by the exhibition- 
organiser including, for example, the hire of halls, exhibi­
tion promotion and management. The organiser will expect to 
recoup these monies through the charges he makes to exhibi­
tors for space rentals and other services including advertis­
ing in the Exhibition Brochure. The only other sources of 
exhibition financing are sponsorships, advertising by non­
exhibiting organisations, entrance fees in the case of public 
exhibitions, or the free concessions and commissions which 
may be negotiated by organisers in respect of particular 
services. Examples of the latter are the negotiation of free 
hotel rooms, construction of on-site offices, or the movement 
of organiser's equipment by contractors in return for an 
appointment as the official contractor for the show. Figure 
10.3 shows in model form the initial costs incurred by 
exhibition organisers and the sources of exhibition financ­
ing. The ultimate benefit or reason for exhibition partici­
pation is profit.
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Figure 10.3: Model Showing the Costs Initially Incurred by
Exhibition Organisers and their Sources of Economic Gain
Sources of income or economic support Pre-financing costs
i Space sales (with or without 
shell scheme construction)
ii Entrance fees (mainly public 
events only)
iii Sale of exhibition catalogues
iv Advertising
V Sponsorships
vi Commissions
vii Free concessions
a. Hall rental 
•b. Stand construction
c. Other in-hall services: 
cleaning, electrics, 
plumbing, signs, tele­
phones, office supplies 
& furnishings, floral 
displays, insurance, 
security, freight, 
printing floor plans, 
registration
d. Promotion (exhibition & 
attendee): 
brochures, mailing, 
telephones, advertising 
press & publicity
e. Exhibition personnel: 
travel, accommodation, 
catering, temporary 
staff wages
f. Hospitality & 
entertainment
g. Office overheads: 
rentals, telephone, 
heating, lighting, 
storage, i.e. sales, 
operations, accounts, 
staff, personnel, 
(overall might be 
regarded as indirect 
costs which may or may 
not be allocated on a 
proportional basis to 
each exhibition budget)
Source: Based on analysis of pro-formas for exhibition budgets.
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Thus, Exhibition Organisers are the pre-financiers of exhibi­
tions. They are also the creators and managers of the event. 
Their task can be divided into five different functions:-
i Market Research
ii Contracting of Venue and Services
iii Promotion
iv Operation and Management 
V Finance and Budgeting
The market research stage is when the concept of the exhibi­
tion is tested for feasibility. Market leaders are asked for 
their opinion on the need for a new exhibition. The proposal 
may be for a totally new event or a 'cloned' event arising 
out of an existing exhibition (3), Lists of potential 
exhibitors and visitors are drawn up and the co-operation of 
relevant trade associations sought. The organiser will con­
sider the nature and timing of competing events as well as 
the purchasing patterns of relevant industries. He will 
establish whether or not a suitable venue is available in a 
location likely to attract sufficient participants. Promo­
tional campaigns must be mapped out together with preliminary 
budgets showing expected costs, rental charges and financial 
returns. Only when the organiser is satisfied that a poten­
tially viable exhibition exists should he enter into the 
stage of negotiating and contracting dates and services with 
venues and other support organisations.
Once a commitment is made, deposits become payable and an 
organiser enters into a situation of financial risk. A fuller 
analysis of the various aspects of financial risk is given in 
Chapter 16. Figure 10.4 is a model showing how the different 
stages of organisation are related and interconnected with 
the activities of the various participating groups.
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10.2. Secondary Groups: Technical Service Contractors, Venues
and Other Support Services
10.2.1. Technical Service Contractors
Exhibitions are supported by many different and diverse 
groups. In particular, there are the Technical Service- 
Contractors who provide the support needed for effective 
stand construction and exhibiting. They include: shell
scheme contractors, electricians, plumbers, graphic 
designers, freight forwarders, furnishers, florists and so 
on. They may be employed by the exhibition organiser or by 
the exhibitors direct. Ultimately, their income is derived 
from fees paid by exhibitors at or close to the time of the 
exhibition. Their financial commitments and sources of 
income are shown in Figure 10.5.
Figure 10.5: Model Showing Financial Commitment of 
Exhibition Service Contractors and their Sources of Income (a)
Income source Financial investment
i Sale of services (b) a. Raw materials
b. Labour costs (salaries.
benefits)
c. Overheads (building, offices.
equipment, utilities,
maintenance)
d. Travel, accommodation.
hospitality & catering at
. . ... . . .............
exhibition
Notes: (a) Includes: Electricians, Plumbers, Stand Designers &
Fitters, Graphic Artists, Printers, Travel Agencies, 
Freight Forwarders, etc.
(b) Depending on the contractual arrangements involved,
the technical in-hall services are paid for by exhibi­
tors direct or by exhibition organisers from space 
rentals paid by exhibitors.
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10.2.2. Exhibition Venues
Another major group supporting exhibitions are the managers 
and staffs of Exhibition Venues. Venues vary widely from 
purpose-built highly-sophisticated complexes to hotels with 
display facilities or improvised arenas into which all the 
necessary exhibition technical services must be imported. 
Furthermore, some venues are privately maintained while 
others are publicly or jointly owned by the city or state in 
which they are located. Ownership of a venue may affect the 
type of financial returns expected from exhibition use. 
Where it is partly or wholly owned by the city or state then 
the economic impact on the environment may be seen as an 
added benefit to direct rentals from exhibition use.
Exhibition venues are selected by exhibition organisers for a 
variety of reasons, including quality of service, size, 
availability, or access to potential exhibitor or visitor 
locations. The attraction of sufficient participants is 
obviously paramount. Once an organiser has selected a venue 
he enters into a contract stipulating access times and hall 
rentals with payment dates. Normal practice will be for 
deposits to be paid at agreed stages prior to the event with 
final payment just prior to the exhibition. The provision of 
other in-hall services and safeguards to cover insurance and 
protection of property prior to and during the exhibition are 
also included in the the contract together with procedures in 
the event of bookings being cancelled. Depending on the date 
of cancellation deposits paid are liable to forfeiture and 
additional penalties may be incurred.
Thus the financial commitment of the venue is in providing 
the facility with all the capital and operating costs 
involved. Secondly, in agreeing a booking the option to take 
alternative bookings is lost. Figure 10.6 is a model showing 
the financial commitments of venues and their sources of 
economic gain or benefit. The latter are divided into direct 
and indirect benefits depending on whether the gain is to the 
hall direct or to the surrounding community.
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Figure 10.6s Model Showing the Financial Commitments which may be 
Incurred by Exhibition Venues and the Potential Sources of
Economic Gain
Financial
commitments
Economic
Direct
benefit:
Indirect
a. Payments &
interest on
capital loans.
b. Overheads on i Hall rentals i Income to region
building incl. ii Catering from exhibitor &
maintenance, iii Income from visitor spending
heating, support services ii Attraction of
lighting. provided by the investment, i.e.
furnishing. venue, i.e. new hotels,
telephones, secretarial, contractor services,
insurances, printing, parking, transport amenities.
storage. equipment hire, entertainments.
equipment, casual/technical restaurants, etc.
rates, staff, etc. iii Employment,
staffing. in-hall & within
etc. the region
iv Strengthening of
local industry base
V Introduction of new
attractions, i.e.
public shows
10.2.3. Other Support Services
Finally, there are many other miscellaneous organisations and 
groups involved with supporting exhibitions. They include 
government officials such as Customs Officers responsible for 
clearing exhibits in overseas transit and the Police and Fire 
Services who are concerned with aspects of safety and traffic 
control. In addition, the Communication Services, Tourist 
Boards and Trade Organisations play an important part in 
supporting the exhibition industry. At the local level
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exhibitors, visitors and organisers draw heavily on the 
services of hotels, restaurants and others meeting the needs 
of the business tourist. Each group has different financial 
commitments and perceived benefits from working with the 
exhibition industry.
10.3. Conclusion.
There are many different groups involved with staging exhibi­
tions. Each is involved with different elements of cost and 
seeks different benefits. Some groups are more heavily 
committed than others. Exhibitors and visitors are concerned 
with the marketing benefits of exhibitions and participating 
costs. Organisers, on the other hand, are concerned with 
pre-financing and investment risk relative to capital return. 
Other groups may see exhibitions as part of a general range 
of commercial interests to be serviced. In the case of exhi­
bition venues the cost of providing such a service may be 
considerable. The next chapter looks at the problems of 
quantifying exhibition results.
Notes; (1) Also referred to as 'attendees'.
(2) Also referred to as 'suppliers'.
(3) A 'cloned' exhibition is an event which arises out of
an existing exhibition. A large exhibition may, for
instance, be divided into a series of specialist 
events which are then developed independently. Alter­
natively, an existing event may be repeated in a new 
location where similar opportunities exist.
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11. QUANTIFYING THE RESULTS
11.1. The Complexity of the Problem
This chapter describes certain theoretical problems concern­
ing exhibition evaluation and the measurement of the results. 
The situation is complex because of the many different 
interests involved and the intangibility of certain outcomes. 
For example, it has been shown that exhibitions develop in 
stages and involve the input of various organisations and 
groups. Each of these groups has different objectives and 
financial commitments. Furthermore, certain objectives relate 
directly to economic gain while others are more obscure and 
relate to indirect improvements such as the 'development of a 
company image' or the 'development of an environmental 
infrastructure'.
11.2. Current Research
To date most research has centred on evaluations made by 
exhibitors and exhibition venues. This is not surprising. 
As shown earlier, exhibitors often spend considerable sums on 
exhibiting and therefore need to evaluate the benefits 
against the high costs involved. This attitude is strongly 
supported by exhibition organisers, who need to convince 
potential exhibitors of the benefits of exhibition partici­
pation.
For exhibition venues the need for research has stemmed 
largely from the need to encourage capital investment in the 
construction and refurbishment of venues and support 
services. Most studies have concentrated on measuring the 
benefits of exhibitions to regional economies. Present 
approaches to exhibition evaluation are covered by the next 
chapter.
11.3. The Need for Measures
In his study Huynen J.M.H. (1973) states there are few 
concrete theoretical methods available for determining the 
effectiveness of trade fairs and exhibitions. He contrasts 
this situation with the measurement of results in other media 
types which he states are relatively further advanced. In
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his discussion on quantitative approaches to exhibition 
effectiveness, Huynen exraphasises the clear need to obtain 
ratios or coefficients which measure results. He highlights 
differences between measures of effectivity, efficiency and 
productivity. He states that, according to In't Veld (1972),
effectivity is the relationship between two results Rx:R2> 
that is, between the desired and actual result. Efficiency, 
on the other hand, is the ratio of sacrifices or costs 
incurred in order to achieve an objective. The ratio of 
result to sacrifice is a measure of productivitv or, in 
effect, a cost-benefit ratio. The techniques of cost-analysis 
are described briefly in Technical Appendix B. In Part IV it 
will be shown that the various types of ratio have meaning 
and application within the field of exhibition studies. It 
is hypothesised, however, that the most far-reaching and 
important to exhibition decision-making are those which 
relate benefits to costs.
11.4. Problems of Quantification
Huynen's work is valuable in that it identifies through the 
literature the problems of quantifying exhibition results. 
Reference to work by Nykryn J. (1970) draws out the problems 
between evaluating measurable and non-measurable effects. 
The interaction of effects is also discussed. This has 
importance to exhibitions where effects, as for example when 
measured in terms of sales, are unlikely to result from only 
one marketing approach. The study on UK exhibitors stated 
that companies use a variety of marketing methods to achieve 
final objectives.
In relation to advertising, Kotler P.H. quotes Wolfe (1967) 
as saying that: "Generally it is not considered reasonable to 
use sales results as a basis of measuring advertising effec­
tiveness, except where advertising is the dominant sales 
force and where other factors affecting sales remain fairly 
constant, and the results of the advertising are quickly 
reflected in shipments and orders; where these conditions do 
not exist, other yardsticks must usually be used."
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11.5. The Function of Exhibitions
In his work Huynen identifies the benefits of exhibition 
participation through the formulation of a model which 
identifies the main marketing functions of trade exhibitions 
as compared with the marketing functions of other media. He 
concludes that trade exhibitions have seven main marketing 
functions. Summarised, these functions and their relative 
importance according to a point scale (shown in brackets) are 
described as follows:-
° The Contact Function (5.00)
The facility to:
(a) Create
(b) Reinforce
(c) Influence
(d) Deepen
new or existing customer contacts as a result of 
personal communication and meeting.
° The Advertising Function (4.00)
The facility which enables visitors voluntarily and 
without obligation to be acquainted with goods and 
services and see them displayed and/or demonstrated, 
and for exhibitors to promote their company's image.
® The Merchandising Function (3.33)
The facility to discuss and learn of customer opinions 
regarding quality, packaging, servicing and presenta­
tion of exhibited goods including those of competi­
tors .
° The Distribution Function (1.67)
The facility to recruit agents and distributors and 
progress forward sales procedures.
° The Pricing Policy Function (6.37)
The opportunity to discuss price, determine price- 
trends and learn of competing offers.
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® The Sales Function (2.50)
The facility to effect immediate sales or more 
importantly influence future sales and purchasing 
decisions.
° The Post-Sales Function (1.00) and
Feed-Back Element (5.00)
These two aspects are described together, but it is 
debatable whether they should be regarded as separate 
from the above. The first is the facility to renew 
post-sales contacts and the second to produce feedback 
on existing goods and services.
11.6. Conelus ion
Thus, Huynen’s work is important in that it shows how certain 
measures relating to the measurement of sales leads and 
orders are only partly reflective of the potential benefits 
of exhibiting. Where Huynen's work is less explicit and 
largely lacking is in describing the complexities of exhibi­
tion evaluation as it affects the different organisations 
involved. He touches on the aspect in quoting Wojiechowski 
H., (1964) who perceived the need to analyse effects in rela­
tion to different exhibition activities. The point is funda­
mental and requires much greater consideration.
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12. CURRENT METHODS OF APPROACH
Various methods are currently used to evaluate exhibition 
results. They are described separately as they relate to the 
major participating groups. The information is given as 
background material to the development of further ideas and 
technical approaches.
12.1. Evaluations by Exhibition Visitors
Those attending exhibitions are concerned with two stages of 
evaluation:
* Pre-evaluation, and
* Post-evaluation.
The first stage involves deciding whether or not attendance 
is likely to prove worthwhile, while the second is the 
evaluation of the outcome. Both types of evaluation are 
related to reasons for attendance as described in Figure
10.1. Thus, if the desire is to see certain products, then 
the potential visitor will want to know whether or not 
companies supplying those products will be exhibiting at the 
exhibition and, possibly, whether or not a range of support­
ing products will also be displayed. In addition, he may wish 
to know if the exhibiting companies include the main market 
leaders. At the post-evaluation stage the visitor is 
concerned with assessing whether or not the exhibition 
provided him with the marketing information he required. 
Ideally, his evaluation will be made in relation to costs of 
participation and the cost-benefits of alternative exhibi­
tions or marketing options.
In practice, little research has been done into the methods 
used by visitors to evaluate exhibitions. Little is generally 
understood about the factors that influence exhibition selec­
tion and the types of information most used or required in 
order to make effective decisions regarding attendance. 
Little is known about post-evaluation procedures and the 
cost-benefits of exhibition attendance. Methods which would 
enable such evaluations to be made have not been hitherto 
fully researched. In practice it is likely that most atten-
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dance decisions are based on long-term experience, custom and 
personal judgement taking into account information provided 
by organisers in their pre-exhibition promotional literature. 
The latter may include the views of visitors to previous 
events, the results of surveys or private market research 
studies. The information, although undoubtedly valuable, 
does not, however, enable comparisons to be easily made 
between exhibitions or cost-benefits to be assessed.
Post-evaluation exhibition studies carried out by Exhibit 
Surveys Inc., (see TSB Research Reports Nos. 9, 10, and 21), 
used empirical methods to assess whether or not specific 
exhibitions were considered worthwhile by visitors. They 
relied on the number of positive and negative responses to 
simple questions such as "Did you find the show useful?", and 
evaluations of whether or not purchasing decisions had been 
influenced by show experience. More positive methods of 
quantification in relation to marketing interests would be 
preferable.
Evaluations by Exhibitors
As stated earlier rather more research has been carried out 
in relation to evaluations by exhibitors. Nevertheless, the 
work is by no means exhaustive. Greater research could 
usefully be done into finding ways of measuring the qualita­
tive aspects of exhibitions in terms of their visitor content 
and market potential. These would assist with pre­
evaluations and exhibition comparisons.
Huynen J.M.H. (1973) reinforces the above point by stating 
that "it is equally important for the individual exhibitor to 
be informed in detail of the specific data relevant for him 
concerning his firm or trade brand and relating to partici­
pation in a trade fair, although in practice only relatively 
few participants will have had such a micro-economic investi­
gation carried out". In line with his thinking he refers to 
a technique developed by GFM, the German Institute for Market 
Research (1), called Resonance Analysis, which is understood 
to be a test method developed specially for exhibitors 
occupying extensive stand space and which examines whether
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the basic concepts of the exhibitor are in agreement with the 
interests of the visitor. Such a resonance analysis comprises 
the following investigation areas:
- A measurement of the quantity of visitors to the 
stand, per hour and per day.
“ An analysis of the stream of visitors via a routing
analysis.
- Analysis of the visitor's behaviour in relation to 
certain exhibited products.
- A systematic questioning of the visitors to the stand 
as to their impressions, reactions and satisfaction.
The following paragraphs describe the construction of other 
relevant theoretical indices and approaches to exhibiton 
evaluation in relation to specific exhibiting objectives.
12.2.1. Number of Sales Leads Generated
The most widely used method of evaluation is a measure based 
on the number of new sales leads generated at an exhibition. 
For companies interested in finding new clients the approach 
is meaningful. Furthermore, new leads can be analysed to 
show the quality of contact, that is, the company, pro­
fessional status and buying power of the visitor. Contacts 
can be followed-up by sales visits, telephone or direct mail 
and future sales monitored. Thus, in effect, a series of 
evaluative measures based on sales leads are possible. The 
simplest is a measure of the number of leads analysed by type 
of contact, while the more far-reaching analyses actual sales 
achieved within a given period of time arising from followed- 
up contacts. In the latter, caution must be exercised in 
assuming all sales are directly attributable to the exhibi­
tion since other follow-up procedures and marketing methods 
may have played a part (see para. 11.4). References to this 
approach are given in the reports of the Trade Show Bureau. 
For instance, Report No. 28 on the '1984 National Computer 
Conference' states that out of every 100 visitors who
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attended the exhibition, 66% planned to buy one or more 
products within 12 months after the show. Furthermore, 
follow-up showed that the actual proportion who made a 
purchase during the year was 78%. The results were analysed 
by product type and value of purchase.
In contrast, other studies have compared the cost of sales 
leads at an exhibition to the cost of sales calls, thus 
creating, in effect, a measure of cost-benefit. Figure 12.2, 
which is based on 263 exhibits at 75 different exhibitions 
held in the USA, shows that in 1979 the cost of a sales lead 
contact at an exhibition was US$57 compared with US$137 for 
an industrial sales call. Thus at that time a sales call was 
equivalent to 2.4 leads made at an exhibition.
Figure 12.1: Trade Show Exhibit Cost Analysis 1970-79
$150 T rade Show  Visitor R eached 
Industrial S ales Call140
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Note: A contact at an exhibition is defined as an individual
interested in a particular product who stopped at a booth for 
literature or information, gave his name and address, and 
remembered his visit 8 to 10 weeks later.
Source: Trade Show Bureau, Research Report Study No. 7, August 1980.
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An interesting development of the above theory was proposed 
by McDermott H. (1981). He suggested using the sales call 
cost criteria to determine the amount of money a company 
should spend on exhibiting. Based on the results of several 
thousand market research studies, he argued that a stand 
which was 100% effective could only hope to attract 40% of 
the visitors interested in their specific products and, 
furthermore, most stands on average were only 75% efficient. 
Thus, from a potential audience of 3,000 visitors, useful 
sales talks were likely with 900. He then related this to 
the current cost of a sales call which then was around £30 in 
the UK. Thus he arrived at a maximum cost of £27,000 for 
exhibiting for the particular example given. In practice he 
suggested, however, the aim should be to obtain contacts at 
less than half this price, that is, at half the cost of a 
sales call.
A second method given by McDermott related the average cost 
of a sales lead at an exhibition to the potential number of 
contacts likely to be made. He illustrated this with an 
example based on the findings of 25 technical exhibitions 
held in the UK in 1980. These showed an average cost per 
sales lead of £6.84. Thus if the potential number of con­
tacts for an effective exhibit is 1,200 (i.e. 40% of 3,000) 
the recommended maximum expenditure for exhibiting is £8,200.
The evaluative methods described so far have related to one 
prior objective, which is, making new contacts. It has been 
shown, however, that this is only one reason for exhibiting. 
The following sections describe evaluations made in relation 
to alternative objectives.
12.2.2. Number of Orders Taken
This measure is applicable only when immediate sales are 
feasible. Exhibitors of large, complex and costly equipment 
do not normally expect to take immediate orders at the 
exhibition because of the many decision processes that may be 
involved. Other exhibitors may only be required to provide 
samples for inspection as, for example, in the fashion or 
textile industries. Exhibitors of smaller goods or services
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may, however, expect immediate sales and will evaluate their 
performance in terms of the number and value of orders taken. 
Again caution must be exercised in evaluating whether the 
orders arose directly as a result of the exhibition or were 
wholly or partly due to other pre-promotional methods. In 
practice, it seems likely that the exhibition is the final 
point in the decision-making process,
12.2.3. Amount of Literature Distributed
A method which evaluates exhibition efficiency in terms of 
the amount of literature distributed is not highly regarded, 
since many people may take literature from a stand but never 
read it. Ideally, stand personnel will use the opportunity 
of giving literature to discuss with the visitor his product 
interest and to exchange names and addresses and thereby 
effect a possible sales lead. Companies whose objective is 
general promotion of the company's image may however feel 
that the distribution of literature is important and wish to 
measure its circulation.
12.2.4. Evaluation Forms
A number of exhibition consultants recommend the use of post 
evaluation questionnaires. These force the exhibitor to 
consider his objectives in exhibiting and then evaluate his 
performance against a series of questions about how those 
objectives were met. Forms are designed in a number of ways. 
They may include visitor profiles listing contact names and 
addresses, and costs relative to the number of sales leads or 
orders taken. They may seek responses to general questions 
concerning satisfaction with audience quality and quantity, 
pre-exhibition publicity and exhibition management. Some 
firms enable exhibitions to be ranked according to their 
comparative importance in meeting initial objectives. Rank­
ings may be based on subjective assessments or on simple 
statistical criteria such as numbers of sales leads recorded. 
Articles by Abelson N. (1986), Mack-Brooks Exhibitions (1984) 
and Nicholson P. (1982) provide recommendations on evaluation 
form design.
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In addition, a number of useful recommendations are given by 
the Incorporated Society of British Advertisers (ISBA) in 
their 'Guide for Exhibitors', (1980). An article on show 
evaluation form design extracted from Trade Show Week, March 
1986, is reproduced in Appendix D.7.
12.2.5. Average Traffic Density
The Trade Show Bureau states in its Report No. 22 (1984) that 
a question frequently asked after any show is "How was the 
traffic past your exhibit?" Moreover the answer has always 
been given in qualitative terms such as good, poor, light or 
heavy. To create a quantitive measure a 'Traffic Density' 
factor was developed. This measures the average number of 
visitors who occupy 100 sq ft of exhibition space at a show 
taking into account such factors as net attendance, hall 
size, paid exhibit space, average number of hours visitors 
spend at the show, and total hours the show is open. Using 
this method the average traffic density for a sample of 
regional shows and national shows held in the USA between 
1982 and 1983 was calculated:
Table 12.1: Traffic Density at a Sample of USA Shows, 1982-83
Type of Exhibition: 
Regional_________ National
Average Traffic Density 4.1 2.4
Range 1.4-10.9 0.4-4.3
Base 22 Trade Shows 18 Trade shows
Source: Report No, 22, Trade Show Bureau, May 1984.
With reference to Table 12.1 a density of 4.1 is considered 
'medium' and 2.4 as 'light' or, put another way, the first 
figure illustrates that about four people occupied on average 
every 100 sq ft of exhibit space at regional shows and 2.4 at 
national shows. The formula for calculating traffic density 
is as follows:
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Traffic Density = Ü ^ ZZ x 100 where A Ts
N = Total net attendance (excluding exhibitor personnel).
A = Net paid exhibit space in sq.ft.
Tv = Average time visitors spend at show in hours.
Ts = Total hours show is open.
12.2.6. Use of Different Evaluation Methods
Exhibitors use a number of evaluation methods. Table 12,2
indicates their relative use as based on responses to 685
questionnaires sent to companies who exhibited at one or more 
shows in the USA in 1982.
Table 12.2: Methods Used to Evaluate Effectiveness of Exhibits
Method of measurement 1979
%
1982
%
Report the number of leads produced from a show 71 72
Track show leads to ultimate sales 46 54
Obtain occasional feedback from sales department 32 29
Compute cost per lead 13 14
Record cost per lead 13 14
Record amount of literature distributed 10 10
Use outside research services 7 3
Other methods 4 2
Do not attempt to measure effectiveness 13 8
Source; Report No. 19, Trade Show Bureau.
These patterns may change with time and differ from one 
country to another. Nevertheless the table is of general 
interest and shows the evaluation methods in use are predomi­
nantly post-evaluative measures which relate to sales lead 
contacts. The problem therefore is to measure the other 
functions and benefits of exhibitions including pre­
evaluation assessments and in relation to costs.
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12.3. Evaluations by Exhibition Organisers and Service Contractors
These two groups are taken together because their evaluations 
are essentially financial. Both organisers and contractors 
are concerned with net profits. Their evaluations take 
account of the cost of providing services in terms of staff, 
promotion and general overheads. Their main consideration 
will be whether or not a particular project provides 
sufficient return on investment or whether an alternative 
would be preferable. Their evaluations are therefore of a 
general business nature. It is the way in which profits can 
be maximised and risks minimised which are of most impor­
tance. An analytical approach must look at the different 
elements of cost and at the effectiveness of different proce­
dures such as the use of certain promotional techniques or 
staffing ratios. The extent to which exhibition organisers 
and service contractors consciously undertake such studies is 
not known. Such work will be of a confidential nature. 
Possible evaluation procedures are discussed in Chapter 16.
12.4. Evaluations by Exhibition Venues
Evaluation of the benefits of exhibitions by exhibition 
venues is mainly confined to evaluating economic impacts on 
local economies. On this aspect a number of studies have 
been carried out with reference to specific venues. These 
have described or predicted the effects of exhibitions in 
terms of increased income to the region through exhibitor and 
visitor spending. They have shown the economic impacts in 
terms of new employment opportunities created and improve­
ments to local infrastructure through increased investment in 
public amenities and specialist exhibition services. Such 
evaluations have incorporated the use of multiplier 
techniques. This technique is designed to measure the stream 
of direct, indirect or induced income generated by an injec­
tion of expenditure. The most comprehensive study was that 
undertaken on the impact of the National Exhibition Centre on 
Birmingham. This laid the foundation for similar studies in 
the UK. Such evaluations are discussed again in Chapter 17.
Note; (1) Full title is Gesellschaft fur Marktfaschung.
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PART IV
EVALUATIONS BY VISITORS AND EXHIBITORS
NON-FINANCIAL ANALYSES
SOURCES OF DATA ON INDIVIDUAL 
EXHIBITIONS AND THEIR PARTICIPANTS
COST-ANALYSES
PART IV EVALUATIONS BY EXHIBITION VISITORS AND EXHIBITORS
0. INTRODUCTION
In Part IV a number of areas for further research relating to 
exhibition evaluation are briefly described. They relate 
solely to those areas concerning exhibitor and visitor parti­
cipations and evaluations by those groups. The results are 
likely, however, to be of particular interest to exhibition 
organisers, since the latter are concerned with promoting and 
ensuring suitable participations to their events.
It is emphasised that the proposals are purely suggestions, 
which would need to be developed and crystallised in the 
light of further discussions. The researcher would need to 
work closely for a period with exhibition organisers and 
others working in the field in order to clarify the extent of 
present private market research studies and data collections. 
The direction in which further research could most usefully 
be applied could then be determined.
The first chapter deals with proposals for non-financial 
evaluations. This is followed by a short listing in Chapter 
14 of the sources of information relevant to those proposals. 
Chapter 15 outlines proposals for cost-analyses relevant to 
exhibitor and visitor participations.
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13. NON-FINANCIAL ANALYSES
13.1. Classifying Exhibitor-Visitor Contacts
In para 11.4, the problem of quantifying and measuring the 
eventual outcomes of exhibition participations were 
described. As a result it is concluded that the most tangible 
measure is one based on the number of exhibitor-visitor 
contacts made. Theoretically, such measures could be quali­
fied to show the characteristics of visitors (i.e. their 
product interest, job status, etc.) and those of exhibiting 
stand personnel (i.e. size of company represented, size of 
stand, job status, level of technical expertise, etc.). Such 
lists could also be extended to include data on attitudinal, 
financial or other general aspects.
The aim in any future research would be to show how the 
characteristics of exhibitors and visitors inter-relate and 
whether or not significant groups can be identified and 
classified. One significant characteristic must be product 
interest, but it is suggested other sub-groupings may also be 
possible. These may reflect Market Behavioural influences 
which pre-dispose certain visitors and exhibitors to meet. 
An example of the latter might be the quality of pre­
exhibition promotional campaigns. Other categorisations 
could include company status, the buying power of visiting 
personnel and reasons for attendance. The list includes a 
range of possibilities.
In short, it is proposed that contacts made at an exhibition 
can, in theory, be analysed and grouped according to (a) 
Visitor and (b) Exhibitor Type. Furthermore, it is 
hypothesised that the immediate marketing outcomes of those 
contacts could be classified. Research would show whether 
outcomes other than sales leads and immediate orders could be 
recorded to reflect advances in pricing policy, merchandising 
or other marketing benefits of exhibitions.
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In practice, to determine what classifications are 
appropriate and feasible would require further investigation 
of present recording procedures and probably new research 
surveys and field tests. One area of practical concern is 
the feasibility of obtaining data given the nature of the 
industry and its working environment.
Depending on the outcome and results, exhibition contacts 
could, in theory, be represented diagrammatically by a three- 
dimensional matrix with Exhibitor Types described along one 
axis. Visitor Types along a second and immediate Marketing 
Outcomes along a third. The resultant cells would represent 
the number of exhibitor-visitor contacts made between parti­
cipants displaying certain characteristics and achieving 
certain marketing outcomes. Mathematically, this number is 
represented by the symbols Ne{Vjm% where
= exhibitor type i 
Vj = visitor type j 
ni|^ = marketing outcome k
The number of divisions depends on the number of significant 
characteristics and groups identified. Multivariate 
Techniques of Analysis would need to be applied.
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Figure 13-Is Diagrammatic Representation of Exhibitor-Viaitor 
Contacts made at an Exhibition by Participants Displaying 
Specific Characteristics and Marketing Outcomes
Marketing 3 
outcome (m^ )
Exhibitor Type (e.)
- -r
2 43
Notes: (1)
Visitor Type (vj)
In practice some contacts may result in more than one 
marketing outcome. Therefore the total of the cells 
may be greater than the total number of contacts made.
(2) Exhibitor and Visitor Types would be defined in groups 
according to significant characteristics. Marketing 
outcomes relate to different possibilities i.e. sales 
leads, immediate orders, or other exhibition benefits.
The value of such research is that it would assist in identi­
fying target groups and show which exhibitors and visitors 
make the most meaningful contacts. This would have spin-off 
effects in the design of promotional literature and help 
potential attendees to determine which exhibitions offer the 
best contact opportunities. This leads onto the problem of 
exhibition selection and proposals regarding pre-exhibition 
evaluations.
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13.2. Pre-Exhibition Evaluations
Most research has centred on the outcome of exhibitions and 
post-exhibition evaluations. Little is understood about the 
problems of exhibition selection. The information provided 
to potential visitors and exhibitors is described in the next 
chapter. From these sources conclusions must be drawn about 
the potential value of exhibition participation. In practice, 
the decision is critical for a number of reasons.
First, participation in one event may exclude on financial, 
time availability or other grounds participation in other 
events. Secondly, once a decision to participate has been 
made costs will be incurred in reserving hotel rooms, travel 
facilities and other services. Exhibitors will be involved 
in reserving exhibition space and arranging for the design 
and construction of stands. Cost-effectively, therefore, it 
is important to make the right decision. This means that 
prior assessments must be made of the potential number of 
useful contacts that can be expected from attending a 
particular event.
Of relevance is the work of McDermott H. (1981). In his 
discussions on the cost-effectiveness of exhibiting he gave 
guidelines for working out the number of contacts that might 
be made for certain size of attendance. It is suggested that 
such ideas could be more fully developed and refined if more 
was known about the significance of exhibitor and visitor 
characteristics in relation to specific marketing outcomes. 
In short, the potential for making useful contacts might be 
better assessed. Of necessity such analyses would need to 
take into account knowledge of past events, since data on 
forthcoming exhibitions can only be partial(l). The next 
paragraph describes briefly how data on exhibition trends is 
important to such evaluations.
13.3. Trends in Exhibition Data
It is hypothesised that research into exhibition trends 
warrants further development. This would show not only the
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way exhibitions replicate themselves in terms of stand sizes, 
and numbers of exhibitor and visitor attendances, but also in 
the nature of those attendances. For instance, studies could 
examine how the product interest or other characteristics of 
participants to particular exhibitions were changing. Such 
work would have value in showing to what extent past data for 
an exhibition was indicative of future exhibition opportuni­
ties. Trends could be reflected in promotional literature 
and assist companies with exhibition selection and organisers 
with future exhibition planning.
13.4. Comparing Exhibition Data with other Marketing Data
This last section takes account of the work organisers 
already do in assessing representations and product coverage 
appropriate to their event. Nevertheless, it is suggested 
more work might be done on researching the relationship 
between exhibitions and the market place they purport to 
represent. This would involve gathering data on exhibiting 
companies' status and market share. It would necessitate 
drawing on financial and other data contained in commercial 
directories and data bases. At present many of these data 
bases are in the process of development and initial research 
might be slow. However, the potential of using commercial 
data bases to identify product areas, gaps in representa­
tions, potential areas for expansion, and exhibition partici­
pations by their status and market share is exciting. A 
further off-shoot would be to identify and research companies 
who for some reason choose not to exhibit or attend exhibi­
tions .
In time, it is believed exhibition statistics could be 
related to other national and economic data. Some organisers 
already attempt to record the Standard Industrial Classifica­
tions (s i c) of exhibiting companies. Technical Appendix C 
gives a brief account of the major industry and product 
classifications in use and shows that comparability between 
the different systems is complex. Those currently used by 
organisers in exhibition catalogues vary considerably and
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bear no relationship to national standards or those used by 
the larger commercial data bases. The effect is to render 
statistical comparisons between exhibitions almost 
impossible. It is hypothesised that conformity of codes would 
assist not only greatly with inter-exhibition comparisons, 
but also enable exhibition data to be compared with other 
national and international economic data as published by the 
Business Statistics Office of the UK Government Statistical 
Service and by UN.
13.5. Conclusion
Measuring the benefits and outcomes of exhibitions is complex 
because of the possible effects of other media and the 
problem of quantifying the results. This leads to the con­
clusion that the most tangible measure is one based on the 
number and type of exhibitor-visitor contacts made. It is 
hypothesised that further research could be done into 
analysing the nature of those contacts in terms of the 
characteristics of the participants involved and their 
immediate marketing outcomes. This would assist with the 
identification of target groups and lead to improvements in 
promotional activity and the construction of pre-evaluative 
measures. Such research coupled with a greater understanding 
of exhibition trends would enable future exhibition oportuni- 
ties to be better assessed. Finally, it is hypothesised that 
the introduction of more uniform coding systems, particularly 
in relation to products and industries would enable exhibi­
tion data to be more easily compared and facilitate inter­
exhibition comparisons and comparisons with other marketing 
and economic data.
Notes (1) Full details on exhibitors are not normally available 
until just prior to an event and details on attendees 
are not available until after it.
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14. SOURCES OF DATA INFORMATION ON
INDIVIDUAL EXHIBITIONS AND TEIEIR PARTICIPANTS
The sources of information on individual exhibitions and 
their participants can be divided in three groups;
i) Pre-exhibition promotional material.
ii) Past-exhibition data.
iii) Company/product directories and data bases.
The following paragraphs describe the three groups in turn.
14.1. Pre-Exhibition Promotional Material
This may consist of a number of different items including:
a) Fliers
b) Selling Brochures
c) Floor Plans
d) Advertisements
e) Press Releases
f) Exhibitor Manuals and Kit
In different ways these will be used to promote the event and 
inform potential visitors and exhibitors of basic facts. 
Overall,the pre-promotional literature can be expected to 
provide most or all of the following information:
° Date, time and venue of forthcoming event.
° Exhibition concept, title, broad product coverage and
market opportunities afforded.
° Exhibition floor plan with stand sizes and costs.
° Technical and other services available.
° Names of exhibiting companies already booked (or a
selected list).
° Profiles of visitors to previous events by industry,
product interest, job status, geographical location 
etc.
° Names of sponsors and co-operating organisations.
® Special displays, features or new developments to be
shown.
° Conference outline and title.
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° Previous participants' comments.
° Exhibition organiser's name, address and track record.
° Booking arrangements.
14.2, Past Exhibition Data
This group can be divided into four;
a) Statistical Surveys
b) Private Market Research Studies
c) Past Exhibition Catalogues
d) Miscellaneous Literature, e.g. press releases,
calendars.
Collectively these sources can provide information on a wide 
range of aspects including;
° Exhibition size.
° Previous visitor and exhibitor attendances by type.
° Product categories displayed by number of companies
exhibiting within each group.
° Trends, attitudes and other market research aspects.
14.3. Company/Product Directories and Data Bases
There are many different directories and data bases providing 
information on companies and their products. One of the most 
useful on UK companies is Korapass which gives details on some 
200,000 establishments. The information coupled with that 
from other sources is available in computerised form from 
Korapass Online. Kompass directories are also produced for 
other European countries and Far Eastern locations, EKOL is 
a data base covering 12 European countries including the UK. 
Other directories and data bases of note are listed by 
Ethridge J.M. and Marlow C.A. (1980) in their publication 
'Directory of Directories'.
These sources can be used to locate potential participants to 
exhibitions and to provide product, financial and other 
information on exhibition visitors' and exhibitors' companies 
in addition to that given in the exhibition material.
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15. COST ANALYSES
This chapter examines further ways in which exhibition 
benefits could be evaluated against costs. First, two cost 
models are presented. The first relates to visitors and the 
second to exhibitors.
15.1. Visitor Cost Model
The cost in attending an exhibition can be divided into four 
main elements:
1. Travel.
2. Accommodation.
3. Catering,
4. Executive time and overheads.
Entrance fees are not included as these are normally minimal 
or non-existent for trade exhibitions, and conference fees 
are considered a separate matter.
In reality the value of each element will achieve greater or 
lesser importance depending on individual circumstances. 
Factors influencing cost are:
a) Distance of exhibition from normal place of work.
b) Communications used, i.e. air, rail, road.
c) Length of stay at exhibition.
d) Job status of attendee.
e) Company policy regarding the costing of business time.
Certain factors affect more than one element. Distance can 
affect travel, accommodation and catering. Job status will 
affect choice of hotel, mode and class of travel, and 
entertainment budgets. A study of visitors to Pakex *83 
showed that 70% spent only one day at the exhibition. Thus 
in many cases accommodation is not required and the cost- 
model is reduced to only three main elements or possibly two 
if business-time is not costed.
This latter aspect is a matter of company policy. In many 
cases it will be argued that it should not be included, since
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if the business person were not attending the exhibition he 
would be employed on other company duties. There is there­
fore no saving. On the other hand, it is normal business 
practice when evaluating an executive's time to allocate 
costs proportionally to the different projects on which he is 
employed. Theoretically, his salary and fringe benefits 
would be saved if sufficient projects were cut. The problem 
is rather more complex when considering general overheads. 
In this case it can be argued that savings will only be 
achieved if major reductions in staffing take place. Thus 
the decision on whether or not the cost of executive time and 
general overheads should be included in the model is a matter 
of choice. If it is to be included, it must cover the total 
time involved including time spent travelling to the exhibi­
tion.
Thus the generalised cost model is;
4 ( C = total cost of attendance
C = --  Ci where ( = the value of the i/th element
i=l ( i = 1, 4
It can be used to predict the cost of exhibition attendance 
providing estimated values of the individual elements are 
known. These must take account of job status and other 
factors affecting average costs for different visitor groups.
15.2. Exhibitor Cost-Model
In general the costs of exhibiting are an aggregate of the 
following:
1. Stand rental.
2. Stand construction.
3. Stand services eg. designers, graphics, electrics,
plumbing, compressed air, florists, cleaning, 
security, telephones, catering, furnishings etc.
4. Transportation, storage i.e. freight, customs, 
storage, car/lorry packing.
5. Stand personnel, wages, accommodation, travel
subsistence.
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6. Entertainment, hospitality.
7. Publicity and advertising.
8. Insurance.
9. Equipment written off.
10. Cost of time and other expenses incurred as a result
of organising exhibits.
Thus the generalised form is:
10 Where C = total cost of exhibiting.
C = ---- Ci Ci = cost of the i/th element.
i=l i = 1, .... 10.
In practice, companies may not include all these costs in the 
total figure. Certain costs may be ignored or absorbed under 
different budgets. For instance, the time and monies spent 
on co-ordinating and organising an exhibit may be excluded. 
Similarly if stand personnel form part of a company's normal 
work force their salaries may be ignored. Monies spent on 
publicity may be absorbed into other marketing budgets. Thus 
in practice it is difficult to obtain precise costs on a 
consistent basis. Studies carried out by the University of 
Surrey showed that individual costs vary considerably depend­
ing on the status of the company, and the type and size of 
stand constructed. These costs were discussed in earlier 
chapters. The next step is to see how the different cost- 
raodels can be related to exhibition benefits.
15.3. Analytical Approaches
A short appraisal of different cost-analysis techniques is 
given in the Technical Appendix B. The first and simplest 
measure described is that of cost-effectiveness. It assumes 
that in any comparative situation the alternatives have 
similar or identical goals and common measures of cost- 
effectiveness can be used. With reference to exhibition 
research, the technique has limitations in that the relative 
importance of the different marketing outcomes or achieve­
ments cannot be fully expressed. This simplest concept is, 
however, explored as it leads to further understanding and
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development of the possible uses of cost-analysis techniques 
in exhibition research.
15.3.1, Cost-Effectiveness Measures
It has been argued that the prior goal of visitors and 
exhibitors in attending an exhibition is to achieve suitable 
business contacts. Moreover, these contacts can be qualified 
to show the characteristics of visitors and exhibitors 
against immediate marketing outcomes. In para 13.1 ways of 
describing contact numbers both diagrammatically and mathe­
matically were explained. In any financial evaluation, the 
next step must be to relate those numbers to costs. This is 
complex for several reasons.
In the simplest case, it must be assumed that either all 
outcomes have equal importance or that some are important 
while others are irrelevant. An example from current evalua­
tion methods illustrates. In calculating the cost of obtain­
ing a sales lead at an exhibition, total exhibiting costs are 
matched against total numbers of leads and a cost per sales 
lead derived. In making this calculation all other contacts 
and outcomes are ignored and therefore given zero importance. 
In practice, however, other contacts and outcomes are con­
sidered significant. Indeed, it has been shown that monies 
spent on exhibitions may be directed at several objectives. 
A suggested approach, therefore, is to apply weights to the 
different outcomes. This introduces the concept of cost- 
utility.
15.3.2. Cost-Utility Functions
It is not the aim of this report to discuss all the different 
ways in which cost-utility functions might be constructed. 
This is a matter for further research. It is suggested, 
however, that, in theory, such functions could be construc­
ted. The feasibility of using different parameters as 
weights would need to be explored. These might be based on 
the financial value of potential sales or orders arising from 
certain business contacts. Alternatively, in the case of
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exhibition visitors, they might relate to the importance of 
arriving at certain marketing decisions. Another concept 
would be to devise weights based on the cost of making 
contacts in other ways. This latter aspect leads to propo­
sals regarding cost-benefit analysis.
15.3.3. Cost-Benefit Analysis
In Technical Appendix B, Cost-Benefit Analysis is defined as 
a measure which evaluates not only costs in monetary terms, 
but also the benefits. The problem of how to measure 
exhibitor-visitor contacts in monetary terms is, however, not 
apparent. It has been shown (in para 11.4) that monies 
obtained from immediate or eventual sales can only rarely be 
attributed solely to exhibition participation. More often 
than not, other media influences will have also played a 
part. In addition, exhibitions result in other benefits 
which are not immediately related to orders or financial 
outcomes (see para 11.5).
An alternative concept, therefore, is to measure exhibition 
benefits against the cost of obtaining business contacts and 
marketing information in other ways. This might be referred 
to as the 'opportunity value' of exhibitions. To calculate 
such values is not easy and is a matter for further research. 
A starting point, however, is to list the various ways in 
which such information can be obtained. The situation regard­
ing exhibition visitors, or buyers, is considered first.
To obtain information on a company and its products, a buyer 
must first identify through literature searches those 
companies and products which meet his needs. Follow-up tele­
phone inquiries and product presentations may result. Depend­
ing on the size and complexity of products, demonstrations 
may take place at the buyer's or supplier's normal place of 
work. Alternatively, they may occur at a site where the 
product is being manufactured or currently used. In short.
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to see products outside an exhibition a number of different 
costs may be involved. They are the costs of:
a) Literature searches.
b) Telephone inquiries.
c) Visits by buyers to factories or other sites.
The first two items will include cost of research time as 
well as use of materials and equipment. Item c will be the 
aggregation of all costs and expenses incurred by personnel 
involved in a purchasing decision and making site visits.
Thus, in generalised form, the cost of evaluating products 
other than at an exhibition can be expressed by;
C = Cg + Ct + Cp where
Cg = Cost of literature searches
C|- “ Cost of telephone inquiries
Cp = Cost of site visits.
Each element will assume greater or lesser importance depend­
ing on specific circumstances. If the supplying companies 
and their products are already known, the cost of literature 
searches may be saved. Similarly, the third element will not 
apply if the product is a service or small mobile item which 
can be demonstrated at the buyer's own location. In this 
case only the letter's normal working time will be involved.
Maximising the function overall, it can be seen that the 
cost of locating and seeing products outside an exhibition 
will be highest where:
a) Many companies and products are to be seen.
b) There is prior uncertainty about the names of compan­
ies supplying particular products.
c) Product demonstrations are complex and necessitate 
one or more buyers undertaking lengthy site visits.
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Looking at the problem from the exhibitor's point of view, it 
is found the situation is equally complex. In order to 
locate suitable buyers for his products or services a 
supplier must expend monies on:
a) Commercial researches in order to locate potential 
buyers.
b) Direct mailings, advertising and other forms of 
promotion including special sales presentations and 
sales calls among new and existing customers.
Again, depending on the situation, the overall costs will 
vary considerably, but they are likely to be highest where:
a) Potential markets are widespread.
b) Considerable monies need to be spent on advertising 
and other forms of promotion.
c) Sales presentations are complex or involve substantial 
travel.
d) Further sales staff recruitment is necessary.
In conclusion, these various criteria reinforce the rationale 
of exhibitions. That is, that exhibitions enable buyers and 
suppliers to come together in a totally comprehensive way. 
In particular, they enable:
a) A wide variety of contacts to be achieved.
b) Demonstrations to be seen by a wide range of 
personnel.
c) Buyers to sift out new suppliers and products.
d) New and latest developments to be discussed.
e) Existing business contacts to be renewed.
Before concluding this chapter, two further points relating 
to cost analyses require mention.
15.4. Pre- and Post—Exhibition Evaluations
It has been shown that both visitors and exhibitors are 
concerned with two stages of evaluation. They are:
i. Pre-exhibition evaluation.
ii. Post-exhibition evaluation.
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The first determines whether or not participation appears 
worthwhile and the second evaluates the outcome or actual 
contacts achieved. Since the latter is based on actual 
results, it leads to the construction of more concrete 
measures. Thus actual costs can be weighed against actual 
outcomes and cost evaluations made.
With regard to pre-exhibition evaluation the situation is 
less certain. It has been said that the correct selection of 
an exhibition may be critical for both financial and time 
availability reasons (see para 13.2). The problem is that 
precise outcomes and contact opportunities are not known. 
They can only be estimated or predicted.
In para 13.3 it was hypothesised that greater research into 
exhibition trends based on analysis of past exhibition data 
would lead to more accurate estimates regarding the potential 
number of contacts that might be made through exhibition 
participation. If this were so, then, in theory, expected 
numbers of contacts could be weighed against expected costs. 
Furthermore, those contacts could be qualified by predictions 
about visitors’ and exhibitors' characteristics and marketing 
outcomes.
Comparative analyses for similar exhibitions would assist 
with evaluations relating to competing events and, hence, 
exhibition selection.
15.5. Effect of Extraneous Influences
The effect of extraneous influences necessitates brief 
comment because of their possible importance on cost evalua­
tions. In practice, such influences can mar or even cause 
business opportunities to be lost. The way in which such 
influences could be incorporated into the evaluations is not 
certain. It is likely any results would have to be weighted 
to take account of their estimated effects.
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In brief, visitor-exhibitor contacts at an exhibition can be
marred or deterred by the effect of certain outside forces.
The major ones are:
° Quality of Exhibits and Stand Personnel
The exhibitor-visitor relationship can be enhanced or 
marred by the quality of product demonstrations or 
stand personnel’s availability and ability to 
communicate and offer technical expertise. For 
instance a contact opportunity might be lost through 
the failure of exhibits to operate properly or arrive 
on time. Similarly, a visitor may lose interest if a 
stand person is unable to answer his technical 
questions.
° Organisational Efficiency
The Exhibition Organiser is instrumental in promoting 
the exhibition and attracting participants to the 
event. The quality of his promotional campaigns is 
therefore vital in effecting eventual attendances and 
contact opportunities. The quality of support 
services is also important to the smooth running of 
the event and in creating the right environment for 
business discussions to take place. This includes 
providing, for instance, adequate signage and 
efficient registration clerks.
° Traffic Density
Events which are too packed or without adequate aisle 
space may result in visitors being unable to reach 
stands. Similarly, exhibitions which are too large 
may mean visitors have difficulties in finding stands. 
It has been found most visitors stay only one day at 
an event. The number of stands they can visit is 
obviously limited.
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® Environmental Influences
Surveys have shown that environmental factors can 
affect exhibition attendances. In particular, these 
include bad weather, rail strikes, or unforeseen 
political or economic changes.
° Date, Time and Place
This aspect is included for the sake of completeness, 
since if the date, time and place of an exhibition are 
unacceptable it can be argued representations will be 
lost. It is part of an organiser’s initial market 
feasibility study to ensure as far as possible 
suitable timings are chosen. This is discussed further 
in the next chapter.
15.6. Conclusion
Two cost-models relating to visitors and exhibitors have been 
presented. In practice, individual costs will vary consider­
ably with individual circumstances. The application of 
different cost-analysis techniques to exhibition data shows 
that cost-effectiveness measures have limited value, since 
they can only be used in evaluations relating to one specific 
goal or exhibition outcome. It is hypothesised that research 
into cost-utility measures would show whether or not weighted 
functions could be constructed to reflect the relative merits 
of competing outcomes and exhibition contact opportunities. 
Finally, ways of calculating the ’opportunity value’ of 
exhibitions led to assessments and proposals for cost-benefit 
analyses.
Despite the difficulties, it is suggested further work could 
be done on applying cost-analysis techniques to exhibition 
data. This would greatly facilitate exhibition selection and 
the evaluation of exhibition outcomes relative to participat­
ing costs. The effect of extraneous influences would need to 
be taken into account.
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PARTY
EVALUATIONS BY ORGANISERS, 
SUPPORT SERVICES AND VENUES
EVALUATIONS BY EXHIBITION ORGANISERS
EVALUATIONS BY SUPPORT 
SERVICES AND VENUES
PART V EVALUATIONS BY ORGANISERS, SUPPORT SERVICES AND VENUES
Part V looks at evaluations which are essentially of a financial 
nature. It looks at the costs to Organisers of staging exhibitions 
and to Venues and other Service Groups of providing the necessary 
exhibition support facilities. It is noted that such costs must be 
covered by exhibition incomes while still leaving acceptable margins 
of profit. The evaluations are therefore of a different nature to 
those considered in Part IV, where exhibition goals were associated 
with marketing benefits and not necessarily with immediate financial 
gain. Because of their importance as initiators of exhibitions, 
Exhibition Organisers and their evaluations are considered first. A 
short chapter is then devoted to evaluations by Support Services and 
Venues.
125
16. EVALUATIONS BY EXHIBITION ORGANISERS
The ultimate goal of the Exhibition Organiser is financial 
gain. He is concerned with assessing the cost of organising 
an exhibition against the expected income or, put in alterna­
tive terms, in evaluating profit against investment risk. It 
has been shown in para 10.1,3 that the organisation of an 
exhibition involves progressing through a series of steps. 
Each step is associated with potential risks and requires 
various precautions to be taken. In effect, the exhibition 
organiser’s problem can be described by a sequential model 
which permits abandonment or modification of the initial 
concept at various stages. The point is elaborated further 
in para 16.6. First, the costs involved in organising an 
exhibition are examined.
16.1 Organiser’s Cost—Model
The detailed costs involved in organising an exhibition are 
listed in Figure 10.3. They can be analysded into four main 
sub-heads, namely;
i. In-hall expenses.
ii. Exhibitor promotion.
iii. Visitor promotion.
iv. General overheads.
Depending on the nature of the exhibition other sub-heads may 
be added to cover specialist items such as: seminar
programmes, feature displays or hospitality events. The 
actual costs of organising an exhibition will vary consider­
ably with the size, style and type of event. For example,
company policy with regard to promotion may influence costs.
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Analysis of expenditure patterns for four different exhibi­
tions showed that the major items of expenditure excluding 
general overheads and additional features were:
* hall rentals
* stand construction including carpeting and cleaning
* printing of exhibition directory and promotional 
literature
* advertising in trade journals and newspapers etc.
* direct mail and distribution of promotional 
literature.
Depending on the location and nature of the event other 
aspects such as security, signage, accommodation and staffing 
may also be significant.
Thus, in practice, estimating the cost of organising an
exhibition is relatively straightforward although complex 
because of the many elements involved and because uncertainty 
may exist over the precise expenditures to be incurred 
particularly on promotion.
What is more difficult is the assessment of financial 
viability particularly in relation to new or developing 
exhibitions where there is uncertainty over future exhibitor 
bookings and attendances. To analyse the situation the 
different tasks involved in exhibition organisation are 
examined. These can be divided into five different functions. 
Each has importance to financial risk evaluation and profit 
expectations. They are:
° Market Research
° Operation and Management
° Contracting of Venue and Services
° Promotion
° Finance and Budgeting
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It is not the purpose of this study to describe these 
functions in detail or show how an exhibition can best be 
organised. The aim is to highlight the financial considera­
tions involved and outline certain technical approaches 
which; if further researched and developed, could assist with 
economic evaluations. The relevant aspects are considered in 
turn.
16.2. Market Research
Prior market research in the form of a feasibility study is 
crucial. It brings into consideration the many different 
aspects involved in exhibition organisation. Only when poten­
tial markets have been evaluated and the role of other 
influences and organisational activities assessed can the 
Exhibition Organiser reach a decision on whether or not to 
proceed. The alternative may be to modify his original 
concepts or abandon the exhibition altogether. Up until that 
time the only costs incurred will be those associated with 
preliminary investigations. No precise figures of such costs 
are available, but they are likely to be minimal in relation 
to the overall projected budget. They may include:
a. Researchers' time
b. Consultants' fees (if any)
c. Preparation of mailshot questionnaire
d. Printing of questionnaire and covering letters
e. Purchase of address lists
f. Addressing and mailing of questionnaires
g. Meetings and discussions with potential sponsors and
trade organisations
h. Telephone and interview enquiries with potential 
exhibitors
i. Site visits to suitable venues
j. Analysis of results.
In all, such costs, excluding staff time, might be expected 
to amount to £3,500-5,000 depending on the size and complex­
ity of the proposed event.
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The cruciality of the feasibility study stage is emphasised 
by Shearsmith J. (1983). He states that once "you have 
reached a satisfactory conclusion, you have to start putting 
money up-front". Moreover, the budget for an exhibition can 
be in the region of million much of which may be expended 
prior to the show taking place. Thoroughness is therefore 
essential. This includes not only an evaluation of market 
potential but also an awareness of the pitfalls and risks.
16.2.1. Evaluation of Market Potential
Lyons D.K. (1983) states that as a pre-requisite to setting 
up a new exhibition "one needs to identify a clear market for 
a particular range of industrial goods (or services) and 
indeed be satisfied that the country concerned really does 
have the wherewithal to pay for those goods". He was talking 
in the context of organising exhibitions outside the UK. The 
point, however, is universal and fundamental.
When setting up a new exhibition, whether it be an entirely 
new event or a modification of an existing event, it is 
apparent that there is a need to establish whether or not 
there is a market potential. Moreover, the size and support 
of that potential needs to be evaluated in relation to both 
visitor and exhibitor participations. Such evaluations will 
assess the:
* Industries and product areas to be displayed.
* Attitudes of those in the industry to the exhibition.
* Potential exhibitor and visitor interest.
* Strength and nature of competing events.
* Frequency and timings appropriate.
Moreover, these evaluations can be greatly assisted by the 
use of exhibition lists, special surveys and commercial data­
bases as described in Chapter 14.
Lyons states that "from these soundings and discussions it is 
usually possible to be able to determine, at least in prin­
ciple, what the likely degree of support will be for the
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proposed event". No recommendations are given in the 
published sources about methods for conducting market feasi­
bility studies. Such investigations will be of a confiden­
tial nature, but are expected to involve the relevant trade 
associations and major market leaders.
The need for organisers to keep an open flexible mind at the 
initial stage is apparent. Exhibitions must adapt to the 
changing needs of industry and marketing practices. Earlier 
chapters have shown there is now a greater need for special­
isation and sophistication. Exhibitors are seeking targeted 
audiences. In his research Blackraarr B.R. (1986) positively 
indicates that the main motivation of visitors in attending 
trade shows and conferences is to shorten the learning cycle. 
Individual attendees desire to learn about certain topics or 
technologies and expand their knowledge of existing 
techniques. They want their education to encompass:
* Viewing new products and special demonstrations.
* Gaining an understanding regarding what is actually 
possible when implementing a certain technology.
To meet these sophisticated needs exhibitors have begun to 
change not just when they participate, but how they partici­
pate in trade shows. They are now:
* Increasing their use of hospitality suites to provide 
in-depth presentations.
* Offering limited ‘hands-on* experience training 
sessions.
* Offering separate conferences in after-show hours.
* Bringing selected customers to the show in order to
best tell their product story.
For success, an organiser must maintain an awareness of these 
changing demands and developments. He must keep a close eye 
on how particular markets are increasing or declining and the 
effect this can have on exhibition sales and incomes.
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16.3 Operations and Logistical Aspects
Lyons points out that "side by side with the commercial 
feasibility study, needs to be set a study of the physical 
facilities in which to stage the show". It is not possible 
to list here all the considerations and pitfalls which may be 
encountered. These will vary with the size, location and 
type of equipments involved. Some countries offer sophisti­
cated, efficient services for handling exhibitions, while 
others in the Third World offer virtually no support services 
at all. Furthermore, some locations impose currency, tax and 
customs restrictions which impede the easy import of 
exhibits.
Obviously the exhibition organiser's task is much more diffi­
cult in those locations where services are poor or government 
intervention prevails. The effect may be to substantially 
increase exhibition costs, since services have to be 
imported. Only the experienced well-established exhibition 
organiser is likely to want to undertake such risks and a 
thorough site investigation is essential.
16.4 Contracting
One exhibition can give rise to many different contracts. 
Exhibition organisers have contracts with;
i. Venues
ii. Service Contractors
iii. Exhibitors.
There may also be contracts between one service contractor 
and another. These contracts are important in confirming 
verbal agreements and stipulating payment procedures. They 
are a form of insurance.
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Wilkie E. (1983) states that "there are three main areas of 
financial risk in contracts with both venue and service 
contractors. They are:
i. Payment schedules and deposits.
ii. Cancellation clauses.
iii. Unseen costs."
The first two, he states, are vital risks in the event of 
cancellation, while the third often only emerge at a late 
stage of preparation and may include a number of aspects 
which may or may not be specified in the contract. He 
suggests the organiser must know at the outset his financial 
liabilities with respect to such matters as:
* Heating, cooling and hall lighting.
* Meterage of electricity and other services.
* In-hall cleaning and rubbish clearance.
* Overtime working.
* Catering.
* Car-parking.
* Public-address systems.
* In-hall exhibition services and tied agreements.
The above are only some of the main examples, Wilkie states 
that in order to minimise the risk of ’unseen’ costs the 
organiser must "go through the contracts with a fine-toothed 
comb and raise unstated items before signature". For this 
reason check lists and example contracts are often produced 
for reference and referral.
16.5 Promotion
The purpose of the promotional campaign is to attract exhibi­
tors and visitors to the exhibition. It therefore has a 
highly important function. The cost of promotion undoubtedly 
forms a substantial part of the budget particularly if the 
cost of sales personnel is also included. If the promotional 
campaign is weak or ineffective, then the whole benefit of 
the exhibition in generating income will be lost. Questions 
therefore arise as to how much time, money and effort should
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or need be spent on promotion and in what way such energies 
should be directed. Virtually no generally applied research 
seems to have been done on measuring the effects of different 
promotional methods on exhibition participations. Research 
proposals include evaluating the most cost-effective 
approaches towards;
* Media selection.
* Content, design and quality of promotional material,
* Timing, size and methods of distribution.
* Sales personnel selection, training and measures of
efficiency.
16.6. Finance and Budgeting
Control and monitoring of the exhibition budget is arguably 
the most important function of exhibition organisation. 
Inaccurate estimates of costs or incomes can result in finan­
cial objectives not being met. The costs of organising an 
exhibition were listed in para 16.1. If these are too high 
the project may be abandoned on the grounds of cost feasibil­
ity. Alternatively, changes to initial budgets during the 
planning stages can result in lower profits and, at worst, 
abandonment. Furthermore, it has been shown that expected 
incomes may be difficult to predict particularly in the case 
of new or developing exhibitions. In short, all these 
difficulties give rise to financial risk. Theoretical 
approaches to assist with those minimising those risks are 
presented in the following paragraphs.
16.6.1. Financial Indicators
Schwab B. (1969) describes the advantages and disadvantages 
of different measures of cost-benefits (see Technical 
Appendix B). In particular, he points out that the ratio of 
benefit (or income) to cost has limited value, since it does 
not show the magnitude of capital costs required in order to 
achieve a particular return. He therefore proposes the use 
of the 'net present value' which, in the present context, is 
the net income from an exhibition after costs have been 
deducted. In practice, such costs might also include deduc­
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tions for taxes, lost interest on capital or other discount­
ing arrangements. Thus, in practice, the organiser needs to 
estimate overall costs, expected incomes and 'net present 
values'. In addition, he needs to determine cash-flows and 
the monies required for pre-financing an event.
16.6.2. Cash Flows
Table 16.1 is a summarised cash-flow chart for a hypothetical 
exhibition with a lead-time of 12 months. A fuller breakdown 
is given in Appendix D.8. It is based on discussions and 
comments made by exhibition organisers and is intended only 
as a general example in order to illustrate certain 
theoretical problems and approaches. In practice, cash-flows 
will vary from one exhibition to another. For example, some 
well established exhibitions may require little or no pre­
financing, since space will be booked and deposits paid well 
in advance in order to secure selected stand positions. New 
or developing exhibitions, on the other hand, may require 
substantial sales effort and pre-financing before bookings 
are achieved. An alternative example, is the case of trade 
exhibitions which permit 'public' visitors. These may depend 
on substantial incomes from entrance fees which are not 
received until during the event. Thus, to forecast cash­
flows may present the organiser with a considerable and 
varied task. The task, however, is essential in order to 
establish financial viability. First, the different expected 
costs and incomes must be estimated.
16.6.3. Cost and Income Predictors
Earlier sections listed the costs involved in mounting an 
exhibition. It is essential such assessments are as accurate 
and realistic as possible. They must take account of the 
pitfalls noted under operational and contracting arrangements 
and of cost-effective methods of promotion. Nevertheless, 
some contingency for unexpected costs must be anticipated.
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Regarding incomes, the importance of proper market evalua­
tions to determine final predictions is apparent. Neverthe­
less, some tolerance in final values must be permitted. This 
leads to the conclusion that the best approach is through the 
construction of probability models relating to cash-flows and 
net present values. These can be simulated to take account of 
different cost factors and incomes. Furthermore, they can be 
regarded as a function of time and subject to modification as 
different criteria are achieved.
16.6.4. Simulated Financial Models
The following comments are based on the summarised cash-flow 
chart given in Table 16,1. The table shows negative 'net 
present values' during the initial planning stages of the 
exhibition with positive values being achieved only once 
substantial space sales have been secured and full payments 
made. This situation is likely to be representative of most 
exhibitions although the magnitude of the different values 
will vary.
The concept points, in theory, to the construction of a 
computerised, simulated cash-flow model which permits the 
effect of different changes in cost and incomes to be 
predicted. Such a model would also enable 'break-even' points 
and the cost of abandonment to be calculated. The latter 
would require modification to the model to take account of 
the effect of penalty clauses. This aspect is discussed 
further in the next section.
Having established a model, the effect of time can also be 
recorded by distinguishing between actual and expected 
values. Actual values will be achieved once purchasing 
decisions, contractual arrangements or sales have been 
confirmed. If these vary from original estimates, predicted 
outcomes can be re-assessed. Figure 16.1 shows diagrammatic- 
ally how 'net present values’ can be recorded to show the 
changing effects of time. The first row describes the initial 
estimates as calculated at time t^ . As time progresses
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initial expenditures are incurred and other costs may be 
confirmed. Thus actual values replace estimated values 
leading to improved predictions of final exhibition outcomes.
Figure 16.1s Distribution of *Net Present Value’ over time
Time to exhibition
/S
'x,x-2 X;0
Time
Estimate x-l;X-lx-1 ,x
Made
x-2
0,0
Notes: (1) In the diagram t ^ represents the date of the
exhibition. Thus, in general terms, the value of each 
cell can be represented by the expression N^j where: 
ij ~ expected 'net present value' as calculated
at time i for the j th period prior to the 
exhibition (i>j), and 
= actual 'net present value' where i<j.
(2) In practice, Nx,o bhe initial expected net income 
or contribution from the exhibition as calculated at 
the market feasibility stage. As actual expenditures 
occur this results in a final net income assessment 
NopQ as calculated at or shortly after the exhibition 
when all outstanding payments have been made.
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16.6.5. Costs of Abandonment
Re-estimation of 'net present values' to take account of 
actual expenditure may lead to re-assessment of the financial 
viability of an exhibition. Experience shows that once an 
exhibition has been launched most organisers would consider 
abandonment only as a last resort. Nevertheless, in 1984 just 
over 9% of all major UK exhibitions booked were cancelled. 
Table 16.1 shows that costs increase with time and are 
greatest once expenditures have been incurred on hall 
deposits and promotion. Virtually none of these monies are 
recoverable in the event of cancellation and, indeed, 
additional penalties payable to venues and contractors may be 
forfeited. Furthermore, revenues from exhibition sales and 
advertising will be refundable.
The costs of abandonment can be itemised as including the 
following:
i. Penalty charges to venues and contractors for non-use.
ii. Forfeiture of payments already made.
iii. Return of deposits on space sales and advertisements.
iv. Return of sponsorship funding.
In practice, the time at which a decision is taken on whether 
or not to proceed with an exhibition is crucial. In theory, 
a matrix, not dissimilar to that shown in Figure 16.1, can be 
constructed to show the estimated cost of abandonment at 
different times 't'. Based on the example given in Table
16.1, the totals given in Table 16.2 show the first row of 
such a matrix. In particular, they show the estimated costs 
of abandonment as calculated at time t^ different periods 
prior to the exhibition. The calculations assume all pay­
ments already made are non-recoverable, all incomes are 
returnable and penalty charges of 25% are payable to venues 
on outstanding rentals. They also assume all outstanding 
contractual costs except that of stand construction are pay­
able if cancellation occurs within one month of the event. 
Estimates based on alternative assumptions are, of course, 
possible. The example merely illustrates the cruciality of
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decision dates and a theoretical method of approach to the 
problem of risk evaluation.
16.6.6 Currency Fluctuations
Finally, one further financial problem warrants mention. This 
is referred to by Wilkie E. (1984) and Lyons D. (1984) as the 
risk associated with currency fluctuations when organising 
exhibitions with international participations. Since payments 
occur over time, falls in exchange rates can wreak havoc in 
budgets. Wilkie points out that "payments to overseas venues 
and contractors may of necessity be in different currencies 
to those used for invoicing exhibitors or meeting other 
costs". He recommends invoicing clients in a stable ^ currency. 
Interim investment of such income is also essential.
16.7, Extraneous Influences
This section draws attention to the extraneous influences 
which can effect an exhibition's financial success. They are 
largely outside of an organiser's control and can be 
summarised under three main headings:
* Environmental Factors
* Political and Economic Factors
* Commercial Pirating.
Not all the ways in which such influences can affect exhibi­
tions are listed. Effects will vary with time and circum­
stances. Experienced exhibition organisers have shown, 
however, that they are only too aware that such influences 
exist and take the best precautions possible.
For instance. Shearsmith J. (1984) points out that "one 
always insures oneself against such things as storms, 
strikes, failure to vacate, destruction of the hall prior to 
and during the event (as well as other lesser disasters). 
There is, however, no such thing as being able to insure 
oneself against cancellation due to non-support". He also 
says that "one of the biggest problems that faces any organ-
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iser is the poaching of a successful idea ... the problem is 
that exhibitions are difficult to copyright".
Lyons D. (1984) emphasises the effect of political and 
economic changes which can occur between conception and the 
actual staging or completion of an event. He cites examples 
of how changes in governments or economic policies can 
totally affect the viability of an exhibition. For example, 
a government which favours supporting a particular exhibition 
or area of economic growth can change overnight into a regime 
with totally different policies and interests. In planning 
an exhibition the stability of the host country is an impor­
tant consideration.
16.8. Conclusion
Aspects of financial risk associated with specific exhibition 
organisational activities have been explored. It has been 
shown that there are many different areas of risk and the 
organiser is concerned with applying a variety of precaution­
ary procedures. These impinge on different specialisations 
including an understanding of:
* Marketing practices
* Promotional techniques
* Contracting
* Operations and logistics
* Budgetary control.
Research proposals which could assist with different economic 
evaluations particularly in relation to budgetary control are 
presented. Furthermore, it is hypothesised that analysis of 
cost-effectiveness methods of promotion could lead to 
improvements in sales, costs and, hence, incomes.
141
Referencess
Blackmarr B.R., (October, 1986), "Corporate Executives’ Perceptions 
of Trade Expositions - Factors which Influence Attendance 
Decisions", ed. Hough J., Trade Show Bureau Research Report, 
East Orleans, Massachusetts, USA.
Lyons D.K., (1984), 'Offshore Exhibitions', Seminar for Exhibition 
Managers, Assn. of Exhibition Organisers, University of 
Surrey, UK.
Schwab B., (1969), 'Current Limitations & Possible Extensions of Some 
Common Criteria for Investment Evaluation', Cost-Benefit 
Analysis Symposium, English Unversity Press, London.
Shearsmith J.G., (1984), 'Exhibition - A Case History - with Finan­
cial Considerations', Seminar for Exhibition Managers, Assn. 
of Exhibition Organisers, University of Surrey, UK.
Wilkie E.H., (1984), 'Financial Risk Evaluation', ibid.
142
17.
17.1
EVALUATIONS BY SUPPORT SERVICES AND VEfflJES
The preceding chapters have covered evaluations by the 
primary groups involved in exhibitions. As stated in Chapter 
10 the exhibition industry depends, however, on the support 
of many other groups, namely:
i. Technical Sub-contractors
ii. Exhibition Venues
iii. Other Local and Governmental Services.
It has been shown that these groups include many different 
types of organisations with varying inputs and commitments to 
exhibitions. Because their interests are so disparate and 
involve varying commercial interests, it is not practical to 
deal with their evaluations in depth. Furthermore, in respect 
of exhibition venues, it has been stated that considerable 
work has already been done on the development and utilisation 
of specialist evaluation techniques. This chapter is there­
fore devoted to summarising some of the more important 
aspects which affect evaluations of exhibitions by these 
groups. The information is based on a personal working 
knowledge of the industry particularly in relation to exhi­
bition venues and on discussions with those currently working 
in the field. Each group is taken in turn.
Technical Sub-contractors
It has been stated that this group includes many different 
organisations who provide the technical or specialist exper­
tise needed for building and operating exhibitions. In 
particular, it includes:
* Electricians
* Stand Fitters
* Freight-forwarders
* Plumbers
* Cleaning Agents
* Graphics Artists and Designers
* Furniture Hirers
* Printers
* Florists.
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In many cases companies providing such services are totally 
committed to exhibitions or have specialist divisions geared 
to meet the needs of the industry. This becomes essential 
where major equipments, such as shell schemes, or specialist 
knowledge is involved. In addition, exhibitions involve 
certain special methods of operation. For example, prepara­
tion and break-down is normally limited to a few days either 
side of the exhibition. This work must be completed quickly 
and on time. In venues which have been adapted for temporary 
exhibition use improvisations must be made. The task of 
shipping, transporting and storing exhibits requires a spe­
cialist knowledge of freight and customs procedures. Since 
exhibitions only last a few days, exhibits must arrive on 
time and in a good state otherwise the purpose in exhibiting 
is lost.
Thus in evaluating the profits to be derived from exhibition 
work, contractors must take account of the investments 
involved in setting up specialist units and providing the 
equipments and calibre of staff needed. They must also take 
account of the profits to be derived from alternative 
business opportunities. For example, a stand-fitting company 
may weigh-up the income benefits from exhibition work against 
that from shop-fitting contracts. Their resources and the 
work opportunities available will affect their decisions. 
Other concerns are payment dates and cash-flows. Figure 10.4 
shows that contractors may be commissioned to undertake work 
well in advance of the exhibition. Final payments are 
unlikely to be made, however, until at or after the exhibi­
tion has taken place. There is also the problem of non­
payment by defaulters.
Thus the contractor who undertakes exhibition work is 
involved in many financial considerations which are unique to 
the industry. The above list of items is by no means 
complete. It shows, however, that the evaluations are very 
much of a general commercial nature and vary in intensity 
depending on the level and type of service provided.
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17.2. Exhibition Venues
It has been said that venues fall into three categories:
i. Purpose-built exhibition centres
ii. Hotels with display space
iii. Temporary or improvised centres.
Furthermore, it was pointed out in paragraph 10,2.2 that 
certain venues owned wholly or partly by the state are con­
cerned both with direct benefits from hall use and indirect 
benefits to the surrounding region. The aspect of direct 
benefits is discussed first.
17.2.1. Direct Benefits from Exhibition Use
Figure 10.6 shows that the costs involved in providing and 
maintaining a complex suitable for exhibitions may be con­
siderable. Lawson F.R. (1985) in his work on the need for 
exhibition facilities in London estimated that the capital 
cost of a new multi-purpose venue in London providing a gross 
display area of 19,300 sq m, two television studios, a con­
ference hall for 1,000, plus other meeting, banqueting and 
specialist services would require a capital investment of 
£47.1 million based on 1985 prices. Moreover, it was esti­
mated that the initial annual operating expenditure, 
including interest on capital loans and staffing, could be as 
much as £3.5 million. This includes a possible £1.83 million 
to be spent on the property. In practice, expenditure will 
depend on the type of venue, system of financing, staffing 
and operational methods used. In general, however, modern 
sophisticated centres can be expected to cost considerably 
more to maintain than older adapted and less sophisticated 
venues such as disused warehouses. Against this incomes will 
vary with the type of ways a venue can be used. For example, 
a multi-purpose centre may be suitable for a range of activi­
ties including:
® exhibitions 
° conferences 
° banquets 
° product launches 
“ pop shows
® sporting and entertainment spectaculars.
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In evaluating the income to be derived from exhibitions a 
venue manager must weigh-up the income that can be derived 
from competing events. This may take into account several 
factors.
First, research has shown that exhibitions in the UK require 
on average a tenancy period of seven days. Some large exhibi­
tions, in fact, require much longer periods. Sometimes they 
require two or more weeks. Whatever the period, part of the 
time will be devoted to building-up and breaking-down the 
exhibition. Thus the actual number of days the exhibition is 
open is likely to be no more than half the total occupancy 
period. This has a detrimental effect on incomes for two 
reasons. First, the practice of several UK venues is to 
charge full rentals only on open days, while other days are 
charged at a reduced rate. In addition, income from visitor 
spending particularly on catering is only derived while the 
exhibition is open. Thus, in the main, exhibitions only 
generate full incomes during their open days. The overall 
income may, of course, still be considerable and outweigh the 
disadvantages. The venue manager will, however, have to bear 
this situation in mind when evaluating the financial merits 
of exhibitions against those of alternative events. This 
leads to a second consideration which concerns the booking 
periods of exhibitions.
As shown in Figure 10.4, exhibition organisers of necessity 
must book halls well in advance of the exhibition. There are 
no precise figures available, but an average lead time of 12 
months is not unreasonable. The more sophisticated the event 
the longer lead time expected. Thus, exhibition organisers 
require from venue managers a contractual arrangement well in 
advance of the exhibition. This means for the venue manager 
that once a commitment has been made bookings for alternative 
events cannot be accepted. This can lead to distinct 
problems for managers of multi-purpose venues where later 
bookings with shorter lead times may prove more lucrative.
In conclusion, it is found that venue managers are concerned 
with a number of problems when evaluating the direct benefits
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of exhibitions use. First, they may be concerned with sub­
stantial capital and operating costs. These they will have 
to evaluate against incomes not only from potential exhibi­
tion bookings, but also from alternative events. Experienced 
venue managers will learn to gauge the probability of 
different bookings occurring at different times and may 
tentatively section diaries off. They will also take account 
of cancellation risks and build-in safeguards in the form of 
penalty clauses as discussed in para 16.6.5.
17.2.2. Indirect Benefits from Exhibition Use
In Figure 10.6 the possible indirect benefits of exhibitions 
were listed. Summarised, they include:
° Spending in the region by visitors, exhibitors,
organisers and other exhibition personnel on hotels, 
catering and local services;
° Increased employment opportunities;
° Improvements to local infrastuctures and tourism
amenities.
Previous studies undertaken by JURUE at the University of 
Aston, Birmingham show the first benefit results in a multi­
plier effect on regional economies. The concept is described 
by a model presented by Griffen D.A. et al (1978) in their 
study on the National Exhibition Centre, Birmingham. It shows 
how an original injection of monies created through visitor 
spending is generated through an economy. The initial spend­
ing is only an initiating force which sets up a chain 
reaction that results in a series of transactions and effects 
within a region.
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Figure 17.1: Regional Income Generation Resulting from Visitor
Expenditure - Simplified Schematic Presentation
VISITOR
HOTEL
RETAIL GARAGE
LOCAL
RESIDENTS
WHOLESALE BULDER
Sobregbn Boondary
Visitor expenditure 
Direct regional income generation 
IndirecI regional income generation 
Inter - business transactions
Locd resident expenditure leoding ultimately to R.LGl
Source: The Impact of the National Exhibition Centre, JURUE, 1978.
In his study, Lawson F.R. (1985) estimated that, if built, 
the direct gross income of a new London Exhibition Centre in 
1991 would be £5.5raillion, but the indirect benefit to the 
London region would be £70 million. Of the latter 60% would 
benefit the exhibition industry and increase employment in 
stand design, construction, advertising, organisation and 
other exhibition services, whilst 40% would benefit the hotel 
and tourist industries. Certainly, where a venue is wholly 
or partly owned by the town or state in which it is located, 
then the benefit to the region may be seen as more important 
than the direct income derived from rentals and hall use.
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similar criteria apply where the venue is a hotel. Use of 
function rooms for exhibitions may be seen as providing only 
a secondary source of income to that arising from increased 
use of bedroom accommodation and catering services.
17.3. Other Support Services
Finally, exhibitions involve the support of many other 
miscellaneous service groups. Some may see exhibitions 
bringing economic benefits, e.g. taxis, restaurants, while 
others such as the police, fire or customs services may see 
exhibitions as part of their normal routine work. In either 
case no complex financial evaluation processes are involved.
17.4. Conclusion
Exhibitions involve the support of many different service 
groups. Each is concerned with different types of financial 
evaluation depending on the service and their commitment to 
the industry. Many of the evaluations are of a general 
commercial nature with income from exhibitions being weighed 
against investment costs and alternative business opportuni­
ties. In the case of exhibition venues, economic benefit to 
the region through exhibitor and visitor spending is often 
more important than income from direct hall use.
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CONCLUSION
MACRO-ECONOMIC EXHIBITION MODEL 
GENERAL COMMENT
18. CONCLUSION
18.1 A Macro-Economic Exhibition Model
The preceding chapters have shown how the evaluation of 
exhibitions by different groups might be extended with the 
aid of further research. It has also been shown that the 
evaluations are largely directed at independent interests. 
For example the exhibition visitor is concerned with evalua­
tions relating to the cost and value of obtaining product 
information. Inversely, exhibitors are concerned with the 
cost and value of obtaining specific client contacts. For 
exhibition organisers and support services the problem is to 
evaluate profits against financial risk.
Despite this independence it is found that the different 
interests are, nevertheless, interlinked. This is because 
the overall objective is common, that is, to achieve a cost- 
effective exhibition or exhibition participation. In 
practice, if individual goals are not met the effect will 
rebound on other groups. For example, if exhibitors are not
attracted to an exhibition because they perceive too few
visitors attending, the effect will be to reduce exhibitor- 
yisitor contacts. In addition, stand sales and sales of other 
services will fall thus depressing incomes to organisers and 
support groups.
This leads to the conclusion that, in theory, a model can be 
designed which links the individual exhibition Interests. 
Such a model relates to the evaluation of the exhibition as a 
whole as seen from its many different perspectives. Within 
the overall framework the different parts perform separate 
evaluative functions. In addition, they provide information 
for use in making evaluations in respect of other areas. A 
simplified version of such a Macro-Economic model is 
described in Figure 18:1. It consists of ten sub-models 
whose individual elements have been discussed in earlier 
chapters and are summarised in Appendix D.9.
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Notes: (1) The lines and arrows denote the direction in which
information output from one model can be utilised and 
input into another model. Thus estimates of visitor 
spending are calculated from information on Visitor 
Attendances (Model 3) and Visitor Costs (Model 2). 
The resultant estimates are input into Model 10 (Venue 
Income) and together with other inputs are set against 
Venue Costs (Model 9) to create Venue Evaluations.
(2) Registration fees are shown by a dotted line as they
are normally only relevant to exhibitions open to the 
public.
It is proposed further research should be directed at the 
construction of the different sub-models and subsequently at 
the construction of the Macro-Economic Model. In computer­
ised form the model could be tested over a range of exhibi­
tions and, subject to its viability, prove valuable in the 
evaluation of competing and different exhibitions across a 
range of aspects.
18.2. General Comment
The study has provided a comprehensive assessment of the 
different ways in which exhibitions can be evaluated. It has 
looked at evaluations in relation to general characteristics 
and attitudinal and economic aspects. Exhibition trends and 
comparisons of UK exhibitions with European and American 
events have been covered. This was followed in Section 2 by 
a detailed diagnosis of the role of the different participat­
ing groups and their financial commitments to exhibitions. 
It has been shown that each group perceives different bene­
fits from exhibitions and is therefore involved in different 
evaluation procedures. It is hypothesised that these 
procedures could be further extended leading to more compre­
hensive evaluations and assessments of risk.
1 'S2
Unfortunately, the time and resources available have 
prohibited this further research, but it is hoped, in due 
course, to develop these various theories. The precise 
direction of future research will depend on the outcome of 
discussion with those working in the industry regarding the 
concepts and proposals suggested. The overall aim would be 
to develop a Macro-Economic Model for interpreting and 
evaluating competing and different events.
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TECHNICAL APPENDICES
A. MODELLING TECHNIQUES
B. COST-ANALYSES
C. INDUSTRY AND PRODUCT CLASSIFICATIONS
TECHNICAL APPENDICES
0. INTRODUCTION
Within the report, reference has been made to the use of 
different techniques and theoretical approaches. In certain 
instances aspects of these techniques have been applied as, 
for example, in the presentation of models and cost evalua­
tions. In other instances, their importance is referred to 
as in the use of standard industrial and product codes.
It is envisaged that if the research proposals were carried 
out, greater use would be made of these techniques. Their 
main elements are therefore described in so far as they are 
relevant to this study and its possible future extension. Of 
necessity, examples draw on work in other fields, namely 
education and transport, since the use of the techniques in 
the field of applied exhibition research is still largely 
undeveloped.
The Appendix is divided into three independent parts. They 
deal with:
A, Modelling;
B, Cost-Analyses; and
C, Industry and Product Classifications respectively.
A. MODELLING TECHNIQUES
A.I. Principles of Modelling
In their book on the Fundamentals of Operational Research, 
Ackoff R.L. & Sasieni M.W. (1968) state that models represent 
reality. Furthermore, they state that where correctly formu­
lated models enable the theoretical scientific study of a 
situation to be described to a high degree of accuracy. This 
is because although a very large number of variables may be 
required to predict or explain a phenomena with perfect 
accuracy, a small number usually account for most of it. The 
trick is to find the right variables and the correct 
relationships between them. Thus, the ultimate test of a 
model is how well it performs when applied to the problems it 
was designed to handle. Naturally, incorrect or inadequate 
models lead to incorrect predictions. In their formulation, 
Ackoff & Sasieni point out that models are often changed or 
modified. Indeed, in some instances, only crude models are 
obtainable. These, however, may be better than nothing at 
all.
In the field of applied exhibition research, the use of 
models to describe and analyse the complex structure of the 
industry has been illustrated. Models also assist with prob­
lems of exhibition evaluation by showing the different 
component factors involved.
A.2. Classification of Models
Models fall into three broad groups:
- Iconic 
Analogue 
Symbolic
Iconic models image reality, but may differ in size. 
Analogues use one set of properties to represent another e.g. 
contours on a map to represent elevations. Symbolic models, 
use letters, numbers and other symbols to represent variables 
and the relationships between them. Mathematical models are 
symbolic models because they represent reality using the 
language of mathematics. They enable researchers to draw on 
a wealth of potentially useful theorems and mathematical 
techniques including computerisation and cost-analyses.
Attempts by Ackoff R.L. & Rivett P. (1972) to classify models 
even further used the distinction between form and content of 
a problem. Content related to broad subject area, i.e. 
steel-making, confectionery, mining, transport, while form 
related to the structural relationship of the variables below 
this level. The classification which breaks down into seven 
groups is neither exhaustive nor complete. Indeed, the more 
complex a problem, the more likely it is that more than one 
model will be required. This is illustrated in para.16.6.3 
of the report where the use of simulated, probability models 
is proposed in order to evaluate the effects of different 
inputs on cash-flows.
Figure A.l: Ackoff-Rivett Classification of Models
Classification or Group
° Queuing problems
® Inventory problems
° Allocation problems
° Scheduling and routing problems
° Replacement and Maintenance problems
° Search problems
° Competitive problems
In practice, the Ackoff-Rivett classification was largely 
independent of the basic techniques used to solve the 
problems. In contrast, the alternative proposal of Ackoff 
R.L. & Sasieni M.W. (1972) sort to classify problems accord­
ing to their difficulty. The latter proposal led to five 
groups ranging from simple to complex. Again, the examples 
were neither exclusive or exhaustive and, indeed, Ackoff & 
Sasieni went so far as to say that it was impossible to 
prepare a manual of instructions for model building because 
of the many different situations that exist. The benefit of 
examples is that they stimulate imagination and creativity. 
Thus, the best modeller is one who is not only informed 
technically of the field in which he is dealing, but who is 
also open-minded, communicative and creative.
The reason for classifying models is basically sound. Prob­
lems grouped into one category often exhibit common charac­
teristics and are therefore easier to interpret and solve. 
The danger is to assume old models may be appropriate to new 
situations. In practice, models may be defined according to 
many different groupings. These may be subject- orientated, 
technique-orientated or based on some of the definitions 
already described. For example, there are econometric 
models, models relating to health or transport systems, 
models pertaining to tourism, simulation models, models based 
on queuing theory, sequential models, computer models and so 
on. As stated, these groups are neither exclusive nor 
exhaustive. They overlap. For instance, problems arising in 
the health and transport services are often resolved using 
computerised simulation models based on queuing theory; 
examples include the measurement of flows through waiting- 
rooms or at traffic lights.
Broad classifications are, therefore, useful in that they 
give guidance on where models relevant to particular situa­tions might be found. The danger is to assume old models 
will fit new situations.
A.3. Model Building
Ackoff and Sasieni state that although no comprehensive 
classification of modelling problems is feasible, general 
principles and guidelines for the constuction of models
exist. Bender E.A. (1978) states that the development of any 
model necessitates talcing certain basic steps. They are to:-
a. Formulate the problem
b. Outline the model
c. Construct the model
d. Test the model.
Summarised, Bender defines these steps as follows.
A.3.1. To Formulate the Problem
First objectives must be set, since this will affect the 
choice of model. This may not be easy. Questions may be 
phrased too loosely or they may ignore the complexity of the 
situation being studied. For example, it may be asked: "What 
are the cost benefits of exhibitions?" The question as it 
stands, however, is unanswerable because the structure of the. 
industry ensures that the cost benefits are different for 
each organisation involved. Furthermore, constraints in the 
situation or in the data may cause initial questions to be 
rephrased and models reformulated.
A.3.2. Outlining the Model
At this stage iconic or analogue models may prove useful, 
since they enable the basic elements of a situation to be 
described using charts or flow-diagrams, e.g. Figure 10.4 of 
the Report. The need for sub-models emerges. Data required 
for constructing the models and the inter-relationships 
between the variables becomes clearer. Input and output 
variables can be defined. Input variables predict outcomes 
or solutions to the model.
Outlining a model is therefore important since it leads to a 
clearer definition of objectives and the information to be 
used. In dissecting and analysing a problem the goals and 
possible methods of solution become more apparent. Often a 
problem is so complex that sub-models describing component 
parts of the situation are necessary. For example, in 
designing a model to show the cost-benefits of exhibitions it 
becomes apparent that the situation requires a series of sub­
models which describe the cost-benefits for each organisation 
involved. The data needed to construct such models is 
revealed and the feasibility of obtaining it through various 
means, including further research or surveys, can be con­
sidered .
A.3.3. Constructing the Model
At this stage. Bender suggests that the modeller should stand 
back and consider the usefulness of the model, that is, 
whether or not it fits the situation being studied. He must 
determine whether or not suitable data can be obtained and if 
the model can be constructed and used to make the type of 
predictions wanted. If difficulties arise the model and 
perhaps the problem will have to be reformulated. Suitable 
data may need to be obtained through special surveys or
experiments. Alternative data or 'surrogate' variables may 
be used. For example, social class may replace 'income 
groupings'. The use of new or different information may 
effect the structure of the model.
A.3.4. Testing the Model
Bender emhpasised that this final stage is closely tied to 
the previous step. Furthermore, Ackoff & Sasieni recommend a 
model be tested continuously during its construction in order 
to avoid it becoming too 'unreal'. A model which appears to 
fit a situation must be checked against new data and if the 
predictions are acceptable some feelings must be given for 
its accuracy and range of applicability. Predictions which 
are less accurate than anticipated need to be examined in 
order to uncover possible false assumptions. A reversion to 
earlier stages may be necessary.
Difficulty arises where models cannot be tested because no 
new data exists or only limited information is available. 
Such cases may have to rely on common sense which is a weak­
ness as wrong assumptions may be over-looked.
In the present context, an example of the situation might be 
in relation to models designed to measure the cost-benefits 
of exhibitions for a particular visitor group. Further test­
ing would show if the model was also replicable for other 
groups.
A.4. Special Considerations
It has been pointed out that model building involves concern 
to detail. Hence, there are pitfalls that the modeller must 
be aware of or avoid. The following paragraphs outline the 
main points of concern.
A.4.1. Underlying Assumptions
Often the construction of a model depends on certain assump­
tions being made. The quality of a model depends on the 
accuracy of these assumptions. Models which are based on 
very special assumptions are considered to be 'fragile', 
while those which relate to the same situation but are based 
on different assumptions may produce different predictions. 
The acceptability of any result depends partly on the accept­
ability of the underlying assumptions. Well known examples 
are models designed to forecast economic growths. Such models 
often include many assumptions about underlying trends. They 
are susceptible to unpredictable extraneous forces such as 
changes in political power or environmental factors.
A.4.2. Accuracy and Sensitivity Tests
To test a model new data must be available. A goodness of 
fit function cannot be tested using the same data that was 
employed to construct the model. If possible, some data will 
be retained for testing purposes. Predictions derived from 
models need to be compared with observed values. If the
difference between an observed and predicted value is di, the 
test for bias is one which tests the hypothesis Ho: E(di)=0. 
That is, that the expected value of the differences is zero. 
In most cases, the observed differences are assumed to be 
normally distributed and t-tests are applied. Where the 
hypothesis Ho is rejected explanation for the bias must be 
sought. Both data and assumptions will be reviewed and the 
model reformulated or abandoned.
Another difficulty is that unbiased models may not produce 
sufficiently accurate results. Thus the hypothesis 
Ho:E(di) = 0 may be true, but the difference between the pre­
dicted and observed values is too great to be acceptable for 
operational purposes. The decision-maker will determine the 
level of accuracy required. The reproducibility of the 
results to within the given level of accuracy is determined 
by estimating the standard deviation of the differences di 
and applying normal distribution theory. The acceptable 
range of differences should encompass 95% of the probable 
values of di.
A third test is for sensitivity where the solution from the 
new model is compared with the solution from alternative 
procedure or procedures currently in use. Thus, managers 
need to know whether a new solution is very much better or 
worse than those already available. Major changes such as 
collecting more statistical information are only worth making 
if the new procedures produce substantially improved results. 
Thus sensitivity analysis measures net improvement.
A.4.3. Variable Selection
Ackoff and Sasieni state that the trick of good modelling is 
to find the right variables and the correct relationships 
between them which predict or explain a situation with 
reasonable accuracy. Furthermore, the number of variables 
used should be kept to a minimum. In practice many problems 
can be adequately explained by the use of only a small number 
of variables and the extent to which a phenomena is under­
stood is inversely proportional to the number of variables 
used. The more complex and burdensome a model, the more 
difficult it is for management to understand and use it. 
Also the more data that is required to solve it. Conversely, 
the exclusion of important variables can have disastrous 
effects. Where possible, modellers should determine whether 
or not variables are significant by applying one of the 
standard statistical techniques. The most common are 
correlation and regression analysis, and analysis of variance 
and co-variance. Thus interdependence between variables 
needs to be investigated.
This includes identification of control or stratification 
variables, since their influence can effect the basic struc­
ture of a model and divide a universe into distinct parts. 
For example, in predicting exhibition visitor attendances, an 
important control variable is one which distinguishes between 
trade and public events. Public attendances are likely to be 
largely dependent on TV and newspaper advertising whereas
trade attendances may be dependent on journal advertising and 
direct invitations. Control variables maximise between group 
variance and minimise within group variance for the output 
variable being predicted.
As with other forms of mathematical and statistical analysis, 
variables used in modelling may be first changed or trans­
formed. Examples are the use of ratios or aggregated vari­
ables. Linear approximations to non-linear functions may also 
be applied to simplify the functional form of all or part of 
a model. Furthermore, constraints may be imposed which 
specify that the model is only applicable to certain situa­
tions for which test data exists. The best models are those 
which are robust. That is they are predictive for similar 
situations:
A.5. Conelus ions
Models represent reality. They cannot be classified into 
mutually exclusive or exhaustive groups. Modelling is an 
evolutionary and exploratory process which starts with 
certain questions and ideas. These lead to the formulation of 
structures describing the situation being studied. In mathe­
matical modelling these structures are defined in mathemati­
cal terms. Such models enable the full range of mathematical 
techniques to be applied. During the modelling process 
original questions may need to be redefined. Constraints or 
lack of data may render models unworkable. The modeller will 
have to revert to earlier stages and if necessary reformulate 
the model or the questions posed. Often modellers end up 
resolving quite different questions to the ones originally 
asked. Like mathematics, modelling is an art. The skill is 
to analyse and depict a situation or a problem accurately 
using as few parameters as possible.
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B. COST ANALYSES
It has been shown that modelling techniques can be used to 
depict a situation or problem. Often the resolution of that 
problem involves the application of specialised mathematical 
and statistical techniques relating to the particular area of 
concern. For example, economic evaluations may involve the 
use of cost-analysis techniques. Other techniques equally 
applicable might be the use of tourism multipliers or input- 
output analysis. The following describes the basic 
principles of cost analysis. The aim is to highlight only 
the essential elements in order that its application and 
adaptation to exhibition studies can be better understood.
B.l. The Relevance of Cost—Analysis
The value of cost-analysis over other approaches to evalua­
tion is that it measures not only the results of certain 
actions but also their costs. For example, a standard evalua­
tion of a road improvement scheme may only look at improve­
ments in traffic flow while cost analysis will look at the 
improvements in relation to cost and, possibly, in relation 
to the cost-benefits of alternative schemes. The potential 
range of applications for cost-analysis is extensive, extend­
ing into every field of social and economic activity. To 
date, however, most applications have been in the fields of:
Water development and supply 
Transport (roads, accidents, etc.)
Town and regional planning and land usage
Airport planning
Military defence
Health
Education.
The purpose in attempting to apply cost analysis techniques 
to exhibitions is apparent. Exhibitions are essentially 
commercial ventures. Those concerned with operating or parti­
cipating in the field are principally concerned with sales or 
other forms of economic benefits. They are also concerned 
with minimising costs and evaluating the merits of alterna­
tive events. Levin H.M. (1983) explains that cost analysis is 
a generic term covering a range of techniques used in 
economic evaluations and decision-making. It encompasses the 
different concepts of cost-effectiveness, cost-benefit, cost- 
utility and cos t-feasibility. In practice these expressions 
are often used interchangeably thus causing confusion over 
which measure is being applied. The following paragraphs 
describe the different techniques in turn. They are a 
summary of the detail descriptions as given by Levin and 
others in the relevant literature.
B.2. Cost-Effectiveness Analysis
Cost-effectiveness analysis is the evaluation of alternatives 
taking into account their costs and effects. It is 
appropriate only where the alternatives have similar or 
identical goals and where common measures of effectiveness
can be used, as, for example, in comparing test scores for 
alternative methods of teaching in mathematics. Table B.l 
illustrates with a hypothetical example. It shows that method 
1 offers the best improvement if the increase in test score 
is the only criteria considered, but that it is also the most 
expensive. On the other hand, peer tutoring by older students 
is the most cost-effective method for each point of improve­
ment. In practice further studies would ascertain whether 
doubling the investment in peer tutoring would also produce 
an average score of 20, but at considerably less cost to 
method 1.
Table B.l: Hypothetical Cost-Effectiveness Results for
Mathematical Tests Using Alternative Teaching Method
Teaching
Cost per 
student 
(c)
Average
score
(e)
Cost- 
effectiveness 
measure (c/e)
1. Small groups $300 20 $15
2. Individual programmes $100 4 $25
3. Computer-assisted learning $150 15 $10
4. Peer tutoring $ 50 10 $ 5
Source: Levin H.M. (1983),'Cost-Effectiveness - a primer'.
The cost-effectiveness technique has several strengths. Most 
importantly it only requires combining cost data with 'effec­
tiveness' data. Alternatives can be easily compared providing 
they have similar goals and can be measured in equal terms. 
Cost-effectiveness is not appropriate for comparing alterna­
tives with different goals or standards of measurement nor is 
it appropriate for deciding on whether or not an activity is 
worthwhile in the sense that its benefits out-weigh its 
costs. This is one of the important ways in which cost- 
effectiveness analysis differs from cost-benefit analysis.
B.3. Cost—Benefit Analysis
Cost-benefits analysis is a much more powerful technique than 
cost-effectiveness analysis. It enables comparisons to be 
made between costs and benefits and between the cost-benefits 
of alternative and different situations. Its greatest weak­
ness is that it assumes both costs and benefits can be 
measured in monetary terms. In practice, although cost can 
normally be evaluated, the assessment of benefits in finan­
cial terms may be extremely difficult or seemingly 
impossible. Since the introducton of cost-benefit analysis 
in the 1930s, various ways of overcoming this problem have 
been devised. They are necessarily based on assumptions 
about the economic value of non-monetary benefits. The skill 
of the analyst is in deciding which assumptions are approp­
riate and realistic. The technique is described with the aid 
of hypothetical examples. First some problems concerning the 
use of"financial ratios are discussed.
B.3.1. Use of Financial Ratios
The first example illustrates the simple case of comparing 
the cost-benefits of a short-term investment such as placing 
a series of bets. It assumes a situation where six bets are 
placed on six different races at a horse-race meeting. The 
cost of each bet is Ci and the total outlay is C. Similarly, 
the winnings from each race are hi and the total return B. 
Where there are no winnings bi = 0. The cost-benefit ratio 
'R' of winnings to bets is;
C 6
Clearly, if the value of R > 1 the punter is 'in-pocket' and 
the benefits outweigh the cost, but if R < 1 the overall 
outcome is a loss. In drawing the conclusion other benefits 
such as the enjoyability of the experience are ignored.
A development is to consider the effects on investment of 
time and the concept of net-benefits to cost. First, long­
term prospects may necessitate the application of discount 
rates to account for loss of interest or other monetary 
aspects. Secondly, the outcome of major projects involving 
both capital and operating costs may be expressed using the 
net-benefit ratio:
B - c:
%  =  &
where B represents the total economic benefit and R^ the 
benefit relative to capital outlay after operating costs 
C2 have been deducted.
The choice of ratio depends on the situation involved. 
Furthermore, the outlay in absolute monetary terras needs to 
be considered. Schwab B. (1969) points out that the latter 
highlights weakness in the use of ratios. To illustrate, in 
the horse-race example it is assumed there are now two 
punters and their return on outlay is R^  and R2 respectively 
where:
1 and Ro
Clearly, if R^ > R2 the first punter has obtained the best 
return, but if R^ < R2 second punter has. The ratio
ignores however the differences in outlay between C^  and 02*
Thus, if Ri and R2 were to assume the following values;
R? = £120 and R2 = £1300n w  T u m
the return on investment is greatest for the second punter, 
but his outlay is also 10 times more. The availability of 
investment money for financing particular projects is there­
fore a major consideration irrespective of return. This is 
referred to as cost feasibility (see para. B.4).
Problems concerning the use of ratios lead to the construc­
tion of 'net present values', that is the benefit minus the 
cost, or B - C. For example, in the situation where;
Rl = £15,000 and R9 = £170 £lO,000 ÎTÏÏÔ
^2  ^ Rl) but the ratio of net present value is only 70 compared with 5,000.
Thus financial ratios are helpful in identifying non-viable 
situations, that is, where R < 1, but in practice they need 
to be treated with caution.
B.3.2. Measurement of Non-Monetary Benefits
This second example is drawn from the field of education. It 
illustrates that the cheapest method is not always the most 
cost-effective. It also describes an approach to dealing with 
problems of measuring non-monetary benefits. It relates to 
three strategies for improving adult literacy. First all 
major costs including teaching staff, equipment, classroom 
and administration are calculated for each of the three 
strategies. These are put at £200, £150 and £350 per student 
respectively. Secondly, the value of the educational-benefits 
are assessed. This is more difficult since it raises 
problems about how literacy gains can be expressed in mone­
tary terras. One method is to evaluate direct changes in 
earnings for each student in each group. The difficulty 
however is that increased earnings will not be realised until 
some years after training has taken place. To overcome the 
problem economists have developed a standard method which 
matches the illiterate students with literate adults in the 
working population. The benefit is then an expression of the 
potential increase in earnings if the approprate literacy 
standard is achieved.
Table B.2; Hypothetical Cost-Benefits of Adult Literacy Projects
Teaching
strategy
Cost per 
student
( c )
Benefits
in
monetary
terms
(B)
Cost/
benefit
ratio
(B/C)
Net
benefits
(B-C)
1.  Group instruction $200 $250 1 . 25 $50
2.  Self-instruction plus 
technological aids $150 $125 0 . 8 3 - $25
3.  Group instruction plus 
individual tuition $350 $420 1 . 2 $70
Sources Levin H.M. ( 1983) 'Cost-Effectiveness - a primer'
Examining the results it is found that strategy 2 is non- 
viable, strategy 1 produces the best return on investment, 
but the actual net-benefit is greatest under strategy 3. The 
disadvantage of the latter is its high cost. Further studies 
would show whether an increase in expenditure on Group 
Instruction to $350 would produce a benefit of $438 per 
student and a net-benefit of $88.
Many similar examples appear in the literature. Each 
illustrates different ways of evaluating benefits in monetary 
terras. For example, in dealing with traffic problems such as 
road improvement schemes the benefit is measured as the 
saving in petrol, time and depreciation with time being 
measured in relation to earnings.
B.3.3. Differential Costs
A third example describes the difference between differential 
and other costs. The distinction is important. Costs or 
benefits which are not affected by the alternatives under 
consideration can be disregarded. For example, a General 
Manager's salary is unlikely to be affected by his decision 
on whether or not to buy a particular type of new plant 
machinery. The cost can therefore be ignored. Similarly, in 
comparing the costs of alternative exhibition participations 
the cost of an executive's time may be ignored if it is the 
same in both instances or considered irrelevant to the argu­
ment .
B.3.4. Financial Uncertainty
Finally, Schwab points out that technically other problems 
also arise in cost-benefit analysis. This is where costs and 
benefits have to be predicted or estimated. In areas of 
considerable uncertainty probabilities may be assigned to the 
possible outcomes leading to the development of probabilistic 
stochastic models. These may reflect possible outcomes from 
alternative options or investment opportunities such as
choosing to participate in one exhibition as against another, 
or estimating the effects on profits of different operating 
or promotional costs.
B.4. Cost—Utility Analysis
Cost-utility analysis is the evaluation of alternatives by 
comparing the costs with the estimated utility of the out­
come. It is appropriate when subjective assessments must be 
made about the nature or probability of certain outcomes or 
weighted values need to be applied.
Unlike cost-benefit and cost-effectiveness analysis which 
both require specific types of quantitative data to construct 
their evaluations, cost-utility analaysis permits the use of 
a wide range of qualitative and quantitative data. The 
disadvantage is that it may be based on subjective views and 
therefore less stringent.
The following example illustrates the technique as applied in 
the field of education. It is concerned with evaluating two 
instructional methods, A and B, on mathematics and reading 
performance. The precise nature of each method is unimpor­
tant. The problem is to evaluate the usefulness (or expected 
utility) of each method in improving the test scores of 
students by one grade in both subjects. There are, however, 
two obstacles. First, it is assumed there are no resources 
available to undertake new studies. A decision must there­
fore be made using the information available and the subjec­
tive views of researchers and practitioners in the field. 
Secondly, the effect of each method on reading and mathe­
matics scores is to be considered together and not in isola­
tion. Cost-utility analysis enables a decision to be made. 
Table B.3 shows some hypothetical results.
Table B.3: Hypothetical Illustration of Cost-Utility Analysis
Instructional method (C)
A B
Probability of raising mathematics
performance by one grade 
Probability of raising reading
0.5 0.3
performance by one grade 
Utility of raising mathematics
0.5 0.8
performance by one grade 6 6
Utility of raising reading
performance by one grade 9 9
Expected utility (0.5)(6)+( .5)(9)=7.5 (0.3)(6)+(.8)(9)=9
Cost per student $375 $400
Cost-utility ratio $ 50 $ 44
Sources Levin H.M. (1983) 'Cost-Effectiveness - a primer'.
First, the probability of raising each score using method A 
or B is determined from previous studies or from other infor­
mation available. Secondly, a value is placed on each out­
come. This may be wholly or partly subjective. It is based 
on a cardinal utility scale of 0-10, that is, the intervals 
are assumed equal and therefore 2 has half the desirability 
of 4. The expected utility is calculated by multiplying the 
probabilities by the value of each outcome. Thus, method A 
has an expected utility of 7.5 and method B of 9. The cost 
is then divided by the expected utility to obtain a cost- 
utility ratio. In the example, method B has the lowest cost- 
utility ratio and is therefore the preferred approach.
The advantage of cost-utility analysis compared with other 
cost analysis methods is that the data requirements are less 
stringent and a large number of potential outcomes can be 
included in the evaluation. The major disadvantage is that 
if subjective assessments are used differences may occur 
between one group of decision makers and another. Therefore 
the results are not replicable. Also, the use of a cardinal 
utility scale can create distortions since, in practice, 
people do not think of points as being placed at equal inter­
vals. Relevance of this technique to exhibition evaluations 
was discussed in Chapter 15.
B.4. Cost-Feasibility
Cost feasibility is concerned only with the basic question of 
cost. It therefore differs from the other types of analysis 
which are concerned with making choices between alternatives 
based on various measures of costs and effects. Cost- 
feasibility states that if the estimated cost of a procedure 
exceeds the specified budget then there is no point in 
pursuing the option. Thus, if the estimated cost of a design 
for'a new exhibition complex is £50 million and only £30 
million is available, the design is not worth considering. 
Cost-feasibility is a limited form of analysis which deter­
mines which alternatives are worth further consideration.
B.5. Related Techniques
At the beginning of the chapter it was said that the terms 
cost-effectiveness, cost-benefits, cost-utility and cost- 
feasibility are used interchangeably. In practice two other 
expressions are commonly applied to different types of finan­
cial research. They are 'Feasibility Studies' and 'Impact 
Studies'.
B.5.1. Feasibility Studies
Feasibility studies are studies which are carried out prior 
to a new development or change taking place. They assess the 
feasibility of the proposal. This may be the construction or 
refurbishment of new exhibition halls or the creation of a 
new event. In this context feasibility nearly always refers 
to the evaluation of potential market opportunities and the 
availability of financial support. In other situations, such 
as the introduction of new government schemes, 'feasibility
studies' may be concerned with the physical possibilities of 
introducing new procedures.
Feasibility studies provide the decision maker with the 
information he needs in order to decide whether or not to 
proceed further with a particular option. It is a prelimin­
ary study that enables prior investment decisions to be made.
B.5.2. Impact Studies
Impact studies are studies which are concerned with evaluat­
ing effects. They may measure the effect of existing 
procedures or of potential change. Thus they are used to 
measure the effect of an existing or new exhibition facility 
on a region. Unlike feasibility studies which are concerned 
principally with investment, impact studies are principally 
concerned with the assessment of social or economic benefits. 
Both types of study may use cost-analysis techniques in their 
evaluations.
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c .  INDUSTRY AND PRODUCT CLASSIFICATIONS
Exhibitions can only effectively be compared between each 
other, from place to place and with other economic marketing 
data if they are classified according to standard criteria. 
The difficulty is that within the exhibition industry such 
criteria are not universally used. This is particularly true 
in relation to the classification of industries and products 
covered by exhibitions. A major part of any new research 
should be devoted to examining ways in which standard classi­
fications might be introduced and the effect this could have 
on the comparability of exhibition data. The benefits of 
such procedures are referred to in Chapter 15. This Appendix 
describes the major relevant classification systems 
available. It provides background material to future 
research development.
C.l. Distinction Between Industry and Product Classifications
The Central Statistical Office (CSO) of the United Kingdom in 
its publication on the Standard Industrial Classification 
(s i c). Revised 1980, describes the important differences 
between Industrial and Product Classifications. The distinc­
tion is summarised below.
C.1.1. Industry Classifications
For analytical purposes, economic activities of a similar 
nature may be grouped together into 'industries', for example 
into agriculture, motor vehicle manufacture, retail distribu­
tion, catering, national government service. A system used 
to group activities in this way is described as an 'indus­
trial classification'. 'Industry' in this context is not 
restricted to extractive or production activities but extends 
to the provision of goods and services of all kinds. Such a 
classification may start with a small number of broad groups 
of activities which are then sub-divided into progressively 
narrower groups so that the classification can be used with 
varying amounts of detail depending on the purpose and data 
.available. Thus a broad group 'Transport & Communication' 
may be sub-divided first into different modes of transport 
(road, rail, water, air) and communication (postal services, 
telecommunications) and these in turn into smaller sub­
divisions such as road haulage, bus and coach services.
C.1.2. Product Classification
A 'product classification' is a classification which may be 
used in conjunction with an industrial classification. Thus 
individual products or groups of similar products may be 
listed according to the industries in which they are 
produced. The number of entries depends on how far it is 
desired to identify products produced for similar purposes 
but varying in the materials used or in their quality, size, 
shape etc. The amount of detail needed for statistical 
purposes may be less than is required for, say, a manufac­
turer's catalogue. The classification can also be extended 
to cover not only the production of goods but distribution,
transport and other service industries. In these latter 
cases the number of different types of service included will 
normally be must less than the number of different products 
of production industries.
C.2. Classifications Used in the Presentation of National and
International Economic Data
Each country is at liberty to devise its own system for 
classifying industries and products for the presentation of 
its national economic data. In practice, however, the United 
Nations Organisation (UNO) emphasises the value of developing 
uniform systems which enable economic comparisons to be made 
between countries and which facilitate the compilation of 
world economic data. As a result various inter-linked 
classification systems have been devised which provide for 
individual country's needs and enable international compari­
sons to be made. Those relating to Europe and the UK are 
described next.
G.3. International Recording Systems
At the international level the current major industrial 
classification as devised by UNO is the 'International 
Standard Industrial Classification of all Economic Activities 
(ISIC), Revised 1968'. This is accompanied by the 'Inter­
national Classification of Goods & Services (ICGS)' which 
lists products according to each ISIC industry. The European 
equivalents are the 'Nomenclature Generale des Activities 
Economiques dans les Communautés Europeenes (NACE)' and the 
'Nomenclature commune des produits, industriels (NIPRO)'; 
while the UK equivalents are the 'Standard Industrial Classi­
fication (s i c). Revised 1980', and the 'Indexes to the 
Standard Industrial Classification, Revised 1980'.
Inevitably there are some differences between the systems. 
The ISIC for example has been devised to reflect the struc­
ture of economic activity in the world as a whole rather than 
for one particular country as in the case of the SIC. 
Furthermore, NACE can be arranged to agree with the ISIC at 
aggregated levels but departs from it at detailed levels. 
The present revision of the SIC applies NACE as closely as is 
practicable to the structure of British Industry, thus 
enabling UK data to be compared more easily with data from 
the European Economic Community (EEC).
In contrast to the ISIC and ICGS a further classification 
developed at the international level by UNO for the recording 
of imports and exports is the 'Standard International Trade 
Classification (SITC), Revised No. 2'. It is correlated with 
the 'Customs Co-operative Council Nomenclature (CCCN)'. The 
latter is an internationally agreed classification for 
customs purposes which was known prior to 1976 as the 
'Brussels Tarrif Nomenclature (BTN)'. Links between the SITC 
and the ISIC are covered by the 'Classification of Commodi­
ties by Industrial Origin (CCIO)' as published by UN in 1971.
Thus the option to use a variety of different coding systems 
exists and the above shows how these are interlinked. In any 
future exhibition research it is likely the main emphasis 
would be on the use of ISIC~related codes since these are 
more frequently used in the presentation of economic data.
C.4. Company Directories
Eltridge J.M. and Marlow C.A. (1980) list the main direc­
tories currently in use worldwide which provide information 
on companies and business establishments. Each directory is 
a specialist publication relating to companies serving 
particular industries and based within certain geographical 
locations. The information given varies from one publication 
to another and may include data relating to financial struc­
tures (sales, output, turnover), ownership, size (number 
employees), or products produced. Where information is given 
about products this may or may not conform with one of the 
national or international standard classification systems 
described.
Most relevant to this research is the Korapass series of 
directories which produce detailed information on companies 
and products in over 15 countries including the UK. the 
industrial and product classification system used is known as 
the 'Universal Classificatiom System (UCS)'. It is based on 
the ISIC as revised in 1958, that is the revision prior to 
the one currently in use with certain modifications made for 
technical reasons.
C.5. Current Methods for Classifying UK & European Exhibitions
The research into major UK exhibitions used two industry 
classifications. They were;
i. The World Classified Industrial & Trade Index of
Fairs, Exhibitions; and
ii. The Union des Foires Internationales (UFI) 
Industry Classification.
The first has been devised by 'Exhibition Bulletin' and 
includes approximately 50 groupings covering all major forth­
coming exhibitions worldwide. The index is unique in that it 
does not comply with any other national or international 
classification standard. The UFI classification, on the 
other hand, has only 15 groupings. It is used largely for 
the classification of major European exhibitions and provides 
a basis for comparison between them. Like the 'World Index' 
described above, it does not comply directly with any inter­
national classification system used for the presentation of 
national or international economic data.
The third approach to classifying exhibitions is that used by 
individual exhibition organisers in their exhibition 
catalogues. Here the emphasis is on classifying exhibits by 
product type analysed by the exhibiting company's name and 
stand position. Product titles will vary considerably from
one exhibition to another, even where they relate to similar 
fields of interest. In compiling headings, organisers 
naturally take account of directory headings as well as 
exhibitors' preferences for particular titles or groupings. 
Each organiser is free to act independently and therefore 
classifications need not comply with any national or inter­
national standard. The value of using standard classifica­
tion procedures is becoming more widely recognised and the 
use of SIC codes is gradually being seen.
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Table D.l: Major UK Exhibitions 1982-84:Changes in Size of Exhibitions by Industry Group
Industry
group
(a)
Period
compared
(b)
No. of 
exbtns 
(c)
Average 
annual 
change 
(d) %
Overall 
increase 
in net 
area 
used 
(e) %
Alll General consumer shows 1982-83 5 + 30.4 + 8.8
1983-84 2 -10.0 -11.4
Specialist Exhibitions
BI Agriculture, Forestry & 1982-83 3 + 0.3 0
Horticulture 1983-84 5 + 13.0 + 12.8
BII Food, Hotels & 1982-83 7 +22.4 + 13.7
Catering 1983-84 4 + 12.0 + 8.5
Bill Textiles, Leather & 1982-83 14 - 8.6 - 5.7
Jewellery 1983-84 5 - 8.8 -34.6
BBIV Building, Public Works 1982-83 - - -
1983-84 1 + 10.0 + 10.0
BV Interior Furnishings 1982-83 6 0 - 0.3
& Decoration 1983-84 3 + 8.0 + 4.5
BVI Health, Safety & 1982-83 5 - 2.0 -13.0
Environment 1983-84 5 + 1.8 -19.9
BVII Transport 1982-83 4(f) 0 - 9.5
1983-84 3(f) + 4.2 -13.9
BVIII Information, Office & 1982-83 6(f) +33.2 +42.5
Communication 1983-84 14(f) + 17.2 + 8.3
BXI Sport, Leisure, Toys 1982-83 17(f) + 12.8 + 9.7
1983-84 12(f) + 39.0 + 9.6
BX Industry, Science & 1982-83 18(f) + 9.8 + 1.2
Technology 1983-84 15(f) + 22.0 + 27.1
Notes:
(a) Based on Union des Foires International Classification
as used for European exhibitions (see Appendix D.2).
(b) Periods cover exhibitions held each year 1982-83 and
1983-84 and then those held every two years 1982-84.
(c) Number of exhibitions.
(d) Average annual change in sizes of exhibitions.
(e) Overall percentage increase in total net area used.
(f) Excluding extreme cases.
Source: Exhibition Trends, 1984.
Appendix D.2
UFI CLASSIFICATION OF FAIRS AND SPECIALISED EXHIBITIONS
A. Multibranch Fairs
AI Technical and Consumer Goods Fairs
All Technical Fairs
AIII Consumer Goods Fairs
B. Specialised Fairs
BI Agriculture, Forestry, Viticulture and their equipment
BII Foodstuffs, Restaurants and Hotel Trade, Catering and their
equipment
Bill Textiles, Clothing, Shoes, Leather Goods, Jewellery and their
equipment
BIV Public Works, Building, Completion and Extension and their
equipment
BV Furnishings, Household Equipment, Decoration and their
equipment
BVI Health, Hygiene, Environment, Safety and their equipment
BVII Transport, Traffic and their equipment
BVIII Information, Communication, Office Organisation and their
equipment
BIX Sport, Games, Leisure and their equipment
BX Industry, Trade, Services and Technology and their equipment
- Science and Technology
C. Consumer Exhibitions
Cl Art and Antiques
CII General Lcoal Exhibitions
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SURVEY OF UK EXHIBITORS 1985 INTERVIEW QUESTIONNAIRE 
EXHIBITIONS WITHIN THE MARKETING MIX : EXHIBITORS SURVEY
In-depth interview 
discussion document
Introduction
Thank you for your time.
We are carrying out this study in order to obtain information about companies' attitudes and approach to marketing with particular reference to exhibitions.
Stress confidentiality.
A copy of our summary report will be provided in return for your support.
I. THE INFORMATION WE NEED IS DIVIDED INTO FOUR MAIN AREAS.THE FIRST CONCERNS YOUR COMPANY AS A WHOLE AND YOUR OVERALL MARKETING PATTERN
General Company Details
1. Briefly what is the nature of your Company's business?
Probe: Primary markets
Product areas 
National/Multi-national 
Nos. employees 
Location HQ
Marketing Methods
2. Which methods of promotion do you use? Relate, if necessary to different product areas.
3. Which do you find most effective? 
Probe: Why?
4 . How do you evaluate the effectiveness of different promotional methods?
5. Can you say what proportion of your overall marketing budget is spent on each method?
Probe: Size overall budget
6. Looking now at exhibitions.
What proportion of overall marketing budget is spent on exhibitions?(Only ask if not covered by 5}
7. How important do you rate exhibitions as part of your marketing programme?
Probe; General views/Why do you say that?
Which product areas are so marketed and why?
(Again this question depends on responses to above).
II. TAKING THE DISCUSSION ON EXHIBITIONS A STAGE FURTHER
8. How often do you exhibit at exhibitions?
Probe: Nos. over, last two years
Nos. (a) UK (b) Overseas
Names of the exhibitions
Which exhibitions planned for 1985
9. Is the trend in your Company towards using exhibitions more or less ?
Probe; Why?
10. Have you any views on what constitutes a good exhibition?
Probe: Venue facilities
Good organiser 
Location of buyers
11. (If exhibit in UK and overseas) do you have any views on the differences between exhibiting in this country or in an overseas location.
If better overseas, why?
What are the comparative cost factors?
12. How do you decide on which exhibitions to exhibit at? 
Probe; Methods of selection and why
13. What would you say are your main reasons for exhibiting?
III. MAY I NOW ASK YOU A FEW QUESTIONS ABOUT HOW YOU PLAN FOR AN EXHIBITION
14. How far in advance do you schedule your exhibition programme?
Probe: Month/Years
Stages in planning
15. Do you set objectives?
Probe: What are they?
Measures of success
16. What size of exhibition stand do you tend to purchase?
Probe: Size, cost, location preferred,design and style and why
17. Are your stand personnel specially selected.
Probe: Quality and expertise of staff
Is training given?
18. What do you think makes for an effective exhibition? 
Probe: Why?
19, Do you record all your sales inquiries?
Probe: Contact book
Do they sift clients by nature of inquiry and level of interest?
20. Do you follow up all inquiries? 
Probe: How - letter, telephone?
IV. LASTLY, WE WOULD LIKE TO ASK ABOUT THE SPECIFIC COSTS INVOLVED IN EXHIBITING
What we particularly need is some information on the cost of exhibiting in different locations.
Would you be able to provide us with such detail for one or more of your recent exhibitions? If yes, ask how this might be given, show client overleaf and ask if possible to complete for the different headings. Global figures will be sufficient.
Ensure interview time no longer than 1 hour.
THANK FOR THEIR CO-OPERATION
SURVEY OF UK EXHIBITORS, 1985 
COMPANIES WHO EXHIBIT AT EXHIBITIONS
FINANCIAL QUESTIONNAIRE
Company Name ................................
Address ................. .............. .
Tel. No..........................
Please complete for any recent exhibitions
D
Appendix.3.2
1,  E x h i b i t i o n  T i t l e
Venue
Date
2, Space Booked .............  sq. metres
3, The following lists the various cost items involved In exhibiting. Please complete as many sections as you can giving global figures if yotr prefer for each of the main headings.
COST ITEM (Monies spent)
a. Stand rental
b. Stand Construction (unless included above)
c. Stand Services, i.e.
DesignersGraphicsElectricsPlumberCompressed AirFloristsCleaningSecurityTelephonesCateringFurniture hire & Carpeting
d. Transport:
e. Stand Personnel
Car parkingFreight forwarding & liftingCustomsStorage
WagesOvernight acccHirocdation and subsistence Travel expenses
f. Entertainment and hospitality
g. Press Advertising/Publicity
h. Insurance'"
i. Equipment written off 
j. Others, please specify
.TOTAL.COST . . .
Appendix D .4
EXHIBITION COSTS AND BENEFITS Company Name:
This survey is to demonstrate the economic importance of exhibitions in London compared 
with exhibitions held elsewhere in Europe. We also wish to ensure exhibitors’ views are 
taken into account in planning future facilities. Please give costs for recent exhibi­
tions. Estimates will be acceptable if detailed accounts are not available.
EXHIBITING COSTS (please complete 
both sections if possible)
° Title of exhibition
Venue
Dates
Stand size (m2)
Space rental.
Please tick if for:
space only 
or space with shell 
Other stand construction and 
display costs (design, graphics, 
electrics, transport etc.) 
Accommodation and hospitality 
costs (for clients, staff etc.)
Room nights in hotels 
(rooms X nights)
Recent Exhibition 
in London
room
nights
Recent Exhibition 
in Europe
room
nights
OTHER ASPECTS
® How many exhibitions does your 
company undertake per year (on 
average)?
° How do you rate exhibitions held in London compared with those held elsewhere in 
Europe? Are London exhibitions:
More costly? 
More effective?
Similar in cost? 
Similar in effect?
Less costly? 
Less effective?
[
Please qualify if necessary
What do you consider to be the main benefits of exhibitions?
What approximately is your company’s annual overall marketing spend?
Under
£50,000 £50,000-£ 1 0 0 , 0 0 0 £100,000- £250,000 Q T £250,000- £500,000 r !
Approximately what proportion of this is spent on exhibitions?
Over
£500,000
Pl©ase return to: Dr. F.R. Lawson, University of Surrey, Guildford, Surrey, GU2 5XH.
THANK YOU FOR YOUR HELP
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Table D.6: Reasons Why Companies Exhibit at Trade Exhibitions (a)
Survey
Reasons for 
exhibiting (b)
1
%
2
%
3
%
4
%
5
(e)
Develop new sales contacts 87 45 90 81 4
Direct sales, write new orders 11 20 61 36 3
Meet existing clients (c) - - 80 64 3
Introduce, demonstrate new & 
existing products & services 61 58 12 53 4
Remedy service or other 
problems through market 
investigation 22 26 3
Recruit dealers, agents, 
distributors etc. 26 11 - - 3
Maintain company image & 
exposure (d) 7 2 46 70 3
Because of, or in order to 
view, the competition - 13 — -
Sales training - 13 - -
Other 23 3 4 . . .
Notes: (a) Results of four studies as described in the following
published sources:
1. Exhibit Surveys Inc. (June 1983), 'The Exhibitor - 
Their Trade Show Practices', Trade Show Bureau 
Research Report Study No. 19, Connecticut, USA.
2. Exhibit Surveys Inc. (December 1979), 'The Exhibi­
tor and His Approach to Trade Shows', Trade Show 
Bureau Research Report Study No. 4, Connecticut, USA.
3. Huynen J.M.H. (1973), 'Motives causing German 
participants to take part in trade fairs'. Table 12.2, 
op.cit.
4. Huynen J.M.H. (1973), 'Motives leading to partici­
pation in trade fairs in the Netherlands', Table 
16.12, op.cit.
(b) More than one reason was permitted, therefore totals 
of over 100% were recorded. Only the main reasons are 
listed.
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(c) Huynen defines this group as 'building up existing 
contacts with clients and attracting new ones'.
(d) Huynen states 'Representation' as a reason for
exhibiting. This is correlated with 'promotion of
company image'.
(e) Shows 'occasions' particular reasons were cited in
articles by four writers, namely;
1. Bonoma T.V. (January-February 1983), 'Get more out 
of your Trade Shows', Harvard Business Review, pp.75- 83.
2. Millraan A.F. and Spencer R.A. (Spring 1984), 
'Industrial Exhibitions and Trade Shows' The Quarterly 
Review of Marketing, UK.
3. McDermott H. (1981), 'Exhibitions', Marketing Hand­
book, ed. Michael Rines, Gower Publishing, London.
4. Nicholson P. (1982), 'Measuring Success at Exhibi­
tions', extracted from 'The Exhibitors' Handbook', ed. 
Michael Edwards, Kogan Page, London, pp 48-55.
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Trade Show Evaluation Foirms — Extract from Trade Show Week
24th March, 1986
"How to Evaluate a Show to Increase Profitability"
There is no group better able to judge and evaluate a completed 
trade show than the booth's manning sales staff. These are the people 
who are on the 'front line' for the three or four days of the show. 
They are in closest contact with the show's attendees and, by making 
presentations and qualifying the visitors, they learn first hand 
about the wants, needs and requirements of the show's attendees for 
the company's products. They discuss subjects such as price, 
delivery, manufacturing, distribution, research development, product 
features, competitive products and market segmentation.
This important information can be obtained by giving the booth 
personnel a Show Evaluation Form. It must be filled out right after 
the show because when time elapses, memory fades, and important 
information may be forgotten. In the rush of teardown after a show, 
the Show Evaluation Form tends to be overlooked, yet it is critical 
to the company in understanding what happened at the show so that 
planning future shows may be even more successful.
Here are some of the questions you may want to incorporate into a 
Show Evaluation Form:
Pre-Show Evaluation
° Did you receive a complete and thorough pre-show briefing before 
this trade show?
“ At the briefing, were the established corporate objectives for 
the show explained in detail?
° Were the corporate objectives met or not met?
° Are there any suggestions you wish to make for bettering the pre­
show session?
Staffing
° How many total hours did you perform booth duty?
° Was your schedule of booth duty too long or too short?
° Do you feel the booth was properly staffed?
Do you have any suggestions for scheduling booth duty at future 
shows?
° When not on booth duty, were you able to productively make use of 
your time with any of the following groups: existing customers, 
prospective customers, suppliers? Did you attend any seminars?
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The Booth
° Did the booth reflect and enhance the corporate image? If no, 
explain.
° Did the booth's graphic content and literature assist you in your 
presentations?
° Are there any additional presentation tools you recommend?
° Do you feel the booth was readily identifiable from the aisles 
and identifiable to the visitors?
° How did our booth compare with our major competitors' booths?
° Were the product presentation materials (display modules, plat­
forms, pedestal heights) well designed and fabricated for their 
intended function?
° Do you have any comments about other physical exhibit materials 
(lighting, floor covering, backwalls, canopies, etc.)?
Products
° Do you feel the correct company products were displayed at this
show?
° What are your suggestions and why, for the addition or deletion
of specific products?
° Did the displayed products from your product group achieve the
established product group objectives?
Visitors
° Approximately how many visitors did you talk with at the booth?
° Approximately how many visitors did you qualify in order for them
to fill out the inquiry cards to receive further information 
and/or be contacted?
° What was your overall impression of the quality of visitors you
spoke with (excellent, good, fair, poor)?
Leads
° Did the inquiry system work as planned?
° Do you have any suggestions for bettering the system of recording
inquiries?
° Do you feel you developed sales leads that will eventually result
in sales? Estimate the total dollars involved.
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Miscellaneous
° Explain any 'surprises' you had at the show, such as some custo­
mers did not know the company manufactured certain products, or a 
competitive company that you expected to exhibit did not, etc.
" Were you questioned by the press or representatives of the finan­
cial community? If so, by whom, and what was the subject matter?
“ Were you approached by individuals seeking employment with the
company?
° Do you think the company should continue to exhibit at this show?
State your reasons.
° Are there any individuals who you feel performed at outstanding
job at this show?
Every trade show your company participates in must be evaluated 
on its own merits regardless if you've participated in the show for 
the last ten years or if it's the first time. Every trade show must 
be looked on as a different experience, just as the economy, market 
conditions, your competition and show visitors vary from year to 
year. The answers to the questions on the Show Evaluation Form are 
part of the evaluation process to determine how well you prepared for 
the show, whether or not the correct target audience attended the 
show and if the established objectives were met. Participation in 
trade shows that don't meet corporate objectives are both costly and 
counter-produc t ive."
Report by Norm Norm Abelson, Contributing Editor.
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A MACRO-ECONOMIC EXHIBITION MODEL 
Components of the Ten Sub—Models (Summarised)
Model 1 - Exhibitor Profiles
1. Number of Exhibitors by: Product Groups
Company Status (i.e. size, market 
status, etc.)
Model 2 - Visitor Costs
1. Accommodation, Travel, Catering.
2. Executive Time.
3. Registration Fees,
Model 3 - Visitor Profiles
1. Number of Visitors by: Product Interest
Company Status (i.e. size of company, 
job title, etc.)
Model 4 - Exhibiting Costs
1. Stand Rentals.
2. Stand Construction and Services.
3. Accommodation, Travel, Entertainment, Catering.
Model 5 — Organising Costs
1. In-Hall Costs.
2. Exhibitor Promotion.
3. Visitor Promotion.
4. General Administration.
Model 6 - Organiser's Income
1. Space Sales.
2. Advertising Income.
3. Registration Fees.
4. Sponsorships and Commissions.
Model 7 - Service Contractors’ Costs
1. Equipment.
2. Staff and Maintenance.
3. Site Visits i.e. Travel, Hotels, Catering Expenses.
Model 8 — Service Contractors' Income
1. Sales of Services.
Model 9 - Venue Costs
1. Capital Investment.
2. Operating and Maintenance Costs.
3. Infra Structure Development i.e. Business Tourist Amenities.
4. Promotion and Visitor Support i.e. Civic Hospitality.
Model 10 — Venue Income
1. Direct Income from Hall Rentals and Sale of Services.
2. Indirect Income from Visitors', Exhibitors' and other 
Personnels' Spending.
APPENDIX E 
SURVEY OF MAJOR UK EXHIBITIONS 1984
- QUESTIONNAIRE
- ACCOMPANYING NOTES
- RESULTS OF 1984 SURVEY:
TABLES AND NOTES
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SURVEY OF MAJOR UK EXHIBITIONS 1984
QUESTIONNAIRE
Exhibition Name:Short Title:Venue:Dates:
Industry Classification:(for complete list see over) Organiser's name:
Organiser's address: and telephone number:
Number days open:
Please check the above details and correct them if necessary.
PLEASE C O M P L E T E  AS M U C H  OF THE Q U E S T I O N N A I R E  AS YOU CAN. THE I N F O R M A T I O N  WILL BE INCLUDED IN THE SECOND ANNUAL LISTING OF MAIN EXHIBITIONS TO BE ISSUED BY THE BEPC IN MARCH 1984. YOUR HELP IS MUCH APPRECIATED.
1. Net stand space sold . . . . . . . . . . . . . . . . . . . . .  sq.m. See note A over.
2(a). Total number of exhibitors . . . . . . . . . . . .
2(b). No. of exhibitors from overseas . . . . . . . . . . . See note B over.
3. Is the exhibition: Trade | | Open to public | |only. on certain days only. Open to public I I on all days.
4. Visitor attendances: Trade - UK only . . . . . . . . . See note C over.
(Please complete Trade - Overseas .. . . . . . . . .as fully aspossible.) Public (if . . . . . . . . .applicable)Total all visitors . . . . . . . . .
5. Have these attendance figures been independently audited? No. [ | OR
Yes - by ABC. | | Yes - by EAA. | | Yes - by our financial auditors. | ]
5. What is the frequency of this exhibition?
Twice yearly. [ % ]  Annual. |" ] Every 2 years. [ % ]  Other (specify). . . . ..
7. Is there a conference associated with this exhibition? Yes. | | No. | |
8. Is the exhibition: New this year.[2] New in last 5 years.l | Established | |over 5 years.
Please return to:-
Mrs. Ella Wilkie,The University of Surrey,Department of Hotel,Catering & Tourism Management, Signed. . . . . . . . . . . . . . . . . ....GUILDFORD,Surrey GU2 5HX.. . . . . . . . . . . . . . . . . . . . . . . . . . . D a t e . . . . . . . . . . . . . . . . . . . . . . .
Industry Classification;
SURVEY OF MAJOR UK EXHIBITIONS, 1984 
Accompanying Notes
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1» General Trade Fairs
2, Advertising & Sales
3. Aeronautical
4, Agriculture, Forestry, Horticulture 4 Fishing
5. Antiques 4 Art
6, Boats, Ships 4 Marina
7, Books 4 Periodicals
8, Building, Public Works, Construction,
Mining Equipment
9, Camping, Caravan 4 Sports Equipment
10, Chemical, Plastics 4 Petroleum
11. Clothing 4 Baby Goods
12. Communications 4 Distribution
13. Cosmetics 4 Pharmaceuticals
14. Display 4 Shop Equipment
15. Education 4 Training
16. Electrical 4 Electronics
17. Energy
18. Engineering (General)
19. Engineering - Machine Tools (Wood 4 Metals)
20. Environmental - Water - Security
21. Food, Catering, Alcoholic Beverages,
Machinery 4 Vending
22. Footwear
23. Furniture, Furnishings, inc.
Decorative Lighting
24. General Public Consumer Shows, inc.
ideal Homo, etc.
25. Handicrafts, Hobbies, Do-It-Yourself, Leisure
26, Hardware, Household Equipment,
Decorative Materials
27, Heating, Ventilating 4 Refrigeration
28, Hospital, Medical 4 Allied Equipment,
Inc. Health
29, Industry, Industrial Products 4 Processing 
30» Inventions 4 Technology Marketing
31» Jewellery, Glftware, Clocks 4 Watches
32. Laundry Services 4 Industrial Cleaning
33. Leather 4 Fur
34. Motcxr Vehicles, Motorcycles, Bicycles
inc. Transportation
35. Office Machinery, Computers 4 Supplies
36, Packaging Machinery, Materials
Handling 4 Storage
37, Photographic, Film 4 Theatre Equipment
38, Physical 4 Outdoor Recreation
39, Pottery 4 Glass
40, Printing Machinery, Paper Stationery,
Disposables
41. Radio, TV, Audio 4 Music
42. Scientific, Nuclear 4 Laboratory Equipment
43. Textiles 4 Textile Machinery
44. Tourism 4 Travel
45. Toys, Games 4 Amusements
46. Veterinary, Equine, Small Animals 4 Pots
47. Weights 4 Measures
NOTES: 
Note A:
Note B:
Note C:
Do not include stands w hich have not been sold (i.e., features, displays, contras, etc.).
An e x h i b i t o r  is a person, f i r m  or c o m p a n y  who purchases space at the exhibition under their own name and is listed under their own name in the catalogue.Exhibitors on a shared or joint venture stand should not be included, but we are prepared to put in a special note against any exhibition which has significant numbers of these exhibitors.
Attendances by visitors are the number of visitors recorded as entering the e x h i b i t i o n  during the official ope n i n g  hours. Exhibitors, organiser's staff and non-visitor categories should be excluded.
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SURVEY OF MAJOR UK EXHIBITIONS, 1984
THE RESULTS OF THE SURVEY
TABLES & NOTES
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Appendix E 3.1
GENERAL NOTES
a; Exhibitions are listed in order of size of venue, and then by date.
b: Full titles-are given in the notes on individual exhibitions in Appendix B. *
c: The full names and addresses of organisers are listed separately in alphabetical order in Appendix C . *
d: A  full list of the designated industry groups is given separately in Appendix D.*
e: Stand space is net stand space sold at prospectus rates. It does not include stands which have beensold at less than prospectus rates, or have not been sold (features, displays,contras etc.)
f: The number of exhibitors consist of people, firms or companies who have purchased space at the exhibitionunder their own names, and who are listed under their own name in the catalogue. Exhibitors on a shared or joint stand are not included.
g: Whether there is a conference associated with the exhibition.
h: T = exhibition open to trade only.
P = exhibition open to the general public on all days.
T/P = exhibition open to the general public only on certain days.
i: Attendances by visitors is the number of visitors recorded as entering the exhibition during the officialopening hours. Exhibitors, organiser's staff and non-visitor categories are excluded. Some visitors entering the exhibition for a second time are counted twice in this figure.
j: In the UK there are two independent audit organisations each of which audits exhibitions to its ownuniform standard. These are: ABC (Audit Bureau of Circulations) and EAA (Exhibition Audience Audits).Other figures appearing in these tables have been audited by the company's financial auditors (Co's. Aud) by Coventry Data Services (CDS) or have not been audited.
k: The frequency of the exhibition is given in months.
1: Notes on individual exhibitions are listed under the number shown.
The following symbols are used in the main tables:
Not applicable or unavailable 
X No reply received
* Of the Main Report (see References list).
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